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Tools of Better LiGHT- BETTER SIGHT 


| The whole meaning of adequate illumination can 
_. be demonstrated so simply that a child will 
grasp it. This movement, conceived and carried 


4 out on the highest levels of ethical promotion, is 
creating a vast commercial opportunity for utilities; 
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Gpex announces an innovation in wringer 
design that will soon revolutionize 


the present day method of drying clothes for the line. 


This new device, the Apex Pressure Selector, has as 
the reason for its creation the recommendation of 


leading authorities on home laundering who claim 







that various kinds of fabrics require different pres- 

sures for best wringing results. Full information is 

given in bulletin 5100, sent free upon request. 

APEX ROTAREX CORPORATION + CLEVELAND, OHIO 
Subsidiary of The Apex Electrical Mfg. Co 


West of Denver. APEX ROTAREXK MANUFACTURING COMPANY Oakland, Cali/ 
in Canada, ROGERS MAJESTIC CORPORATION itd. Terente 
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The 
erchandising Month 


APPLIANCES FOR THE 
FARM 

HE program of farm electrifi- 

cation comes closer to getting 

somewhere, now that the Rural 
Electrification Administration and the 
Rural Electrification Committee of 
Privately Owned Utilities are ex- 
changing views in a sensible and 
friendly fashion. This program prom- 
ises business for the appliance trade. 
$79,418,000 is set down as the mini- 
mum investment in appliances by 351,- 
000 rural and farm homes to be com- 
pleted. Says the report of the Utility 
Committee : 

“That the problem of the farmer 
is not one of rates, but of financing 
the wiring and purchase of appliances, 
is indicated by his necessary expendi- 
ture of $354 for these facilities, an 
amount equal to an average of at least 
seven times the annual bill for farm 
electric service. Thus, sacrifices in the 
nature of losses in return on invest- 
ment incurred by the privately-owned 
utilities in carrying out the proposed 
program, will be to no avail unless 
the terms of payment and the interest 
rate offered to the prospective new 
customers for wiring and the purchase 
of household electric appliances and 
farm equipment are on a more liberal 
basis than heretofore available.” 

The answer to financing these pur- 
chases comes in the announcement that 
Electric Home and Farm Authority 
will extend terms of payment on elec- 
trical farm equipment to periods of 
four to seven years. 

Of the $354 set down as the farm- 
er’s investment, $128 is for wiring 
and service extensions ; $226 for equip- 
ment, chiefly household. Very few 
farms requiring electricity for major 
farm operations are not now served. 
But $226 will buy only a part of 
the appliances the farmer’s wife needs 
and wants, and with financing avail- 
able for a seven-year period, she can 
be sold a full instead of a partial equip- 
ment. 
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GAS ENGINE 
WASHERS 


ARM electrification is by no 

means all the story of appliance 
opportunity in rural sections. Gas en- 
gine powered washers are now and 
will continue to be important mer- 
chandise. 

The farm electrification program, 
even if it reaches in the course of a 
few years its objective of one million 
additional farms and homes, will still 
leave some seven million rural homes 
without electric service. Seven million 
homes where gas engine washers can 
be sold. 

This is a responsive market. For 
the first seven months of this year. gas 
engine washer sales show an increase 
of 53.4 per cent over last year. A bet- 
ter proportional showing than electric 
washers which for the same period 
show a decrease of 1.9 per cent in 
sales. The farm population has money 
to spend, and the washer ranks high in 
the list of things the farmer needs and 
has been intending to buy when he 
gets the money. Also, the market is 
low in saturation. Only some 721,000 
gas engine washers were sold between 
1923 and 1934. The dealer who is in 
touch with a rural market is losing 
money if he overlooks the volume and 
profit in this merchandise. 


NEW AMERICAN 
HOMES 


HREE HUNDRED or more 
New American Homes through- 

out the country will be open to the 
public in October. This widely pub- 
licized project of the General Electric 
Company will work to the benefit, not 
only of the company responsible for 
the project, but to the entire industry. 
We all know what a constructive 
force Electric Home exhibits have 
been in the past and this present pro- 
motion is particularly well timed. The 
pressure of accumulated need for new 
housing is making itself felt. People 


are interested in new homes and what 
is more, are buying and building. Sev- 
en months of steady improvement in 
residential awards have rolled up a 
volume of $256.5 millions, a 69% 
gain over the same period of last year. 
And new housing construction is only 
beginning. The electrical industry at 
this period in building revival will 
widely benefit by having its story of 
convenience, health, economy told by 
some hundreds of examples of well 
wired, fully equipped and attractively 
designed homes open to a large and 
interested public. 


HELPFUL HARRY 


LL over the country in thousands 
of electrical stores and depart- 
ments of all sizes, salesmen are meet- 
ing on Tuesday and Friday morning. 
They are gathering around the radio 
to hear the strains of Home Sweet 
Home and the cheerful voice of Help- 
ful Harry promoting the idea of home 
laundry and the electric washer and 
ironer. The sales manager or the su- 
pervisor takes the opportunity for a 
pep talk and the men get on the job 
with a renewed sense of the impor- 
tance of the service they are selling 
and a new confidence in the interest 
their prospect has in the story they 
are telling. 

We hope that this is an accurate 
picture; that dealers, utilities and de- 
partment stores are seizing the oppor- 
tunity afforded by these broadcasts for 
holding short sales meetings and mak- 
ing sure that the sales force is fully 
aware of the door opening, interest 
awakening character of the Helpful 
Harry program. For advertising to be 
most fully effective has to work on 
the seller as well as the buyer, and in 
this case the merchant should be sure 
that the sales force is regularly ex- 
posed to all the stimulus this adver- 
tising can give. 
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ONE MINUTE WASHERS FEATURE THE 
NEW LOVELL INSTANT RESET LEVER 


Ben slightest touch (push or pull) of any part of 
the body against the Lovell Safety Bar instantly 
releases the pressure on the rolls. This action causes 
the lower end of the Lovell Reset Lever (shown at the 
right of the above illustration) to move outward, but 


so gently that the action can be 
retarded by the hand of a child. 


No adjustment of the Pressure 
Screw or any other part is neces- 
sary to reset the top. Only slight 
pressure of the fingers on the 
Reset Lever quickly makes the 
wringer ready for continued use. 





—LTIEIN ~~ 


Teli your customers to listen every Tuesday 
and friday morning to the interesting 
broadcasts of Helptul Harry, sponsored by the 
American Washing Machine Mfrs. Association. 
These broadcasts will help declers every- 
where to speed up sales of electric washers. 
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And mark carefully these added advantages of the 
Lovell Wringer: The pressure cleansing feature. Wear- 
resisting, hand-made, double cushion rolls. Unbreak- 
able steel shafts. Life-long oil-less bearings that can’t 
soil clothes. Selective, self-balancing pressure to accom 


modate varying thicknesses and 
types of fabric without injury 
Never-failing safety releases. And 
the conveyor feature that relieves 
the user of a large part of the 
lifting of heavy water-soaked 
garments from tub to tub and tub 
to wash basket 





ELECTRICAL MERCHANDISINC 


In the spacious, brightly il- 
luminated basement of the 
Peoples Outfitting Company 
at Indianapolis is located the 
attractive washer and ironer 
department and related 
merchandise. Ample room is 


OS 


YINUTI 


provided for demonstrations 
and display. The company : : = 

: ! ‘ . _— | J 
has a unique policy of one ; . soe : 
price for all merchandise, 
whether sold for cash or on 
terms. This policy bas never 
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been violated. 


Concentration Brings Success 
Reports Peoples Outfitting Company 





fh: PEOPLES Outfitting Company, 
f 


amed furniture department store of 
Indianapolis, Indiana prospered at one location 
for a period of forty-one years. Outgrowing 
the old quarters the company recently moved 
into the handsome edifice shown below. The BUY A 
entire building, 11 floors and basement, is 
completely filled with home furnishings of LOVE LL aelt IPPED 
every desirable type. Large, tastefully arranged F LF CTR ¥ WASH F p 


display windows face on two busy streets. 


SAVES CLOTHES 
This modern store enjoys the patronage of SAVES TIME 


all classes. Trade is drawn from a district SAVES ENERGY 
extending many miles beyond the limits SAVES MONEY 
of the capitol city of the Hoosier State. Mahes Clots ttmareia 


Exercising their usual care in selecting reli- and Whiter 
able merchandise that will hold the patronage 
of their thousands of customers, the Peoples 
Company chose Lovell-equipped One Minute 
Washers as the one line on which to concen- 
The handsome new bome of the trate their entire efforts. The decision has 


Peoples Outfitting Company, 145 W- resulted in a remarkably successful operation. 
Washington St., Indianapolis, hialiens ws y suc peration 
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ECULIAR bird that it is, the 

peli an is like you and me in its 

tendency to grow soft from too 
much ease. Fishermen have long fed 
pelicans of Santa Monica Bay from 
surplus catch and these birds grew 
accustomed to eating without work. 
‘Then, came the season when high seas 
and changing currents reduced the 
catch and there was no surplus to feed 
them. The pelicans languished, grew 
thin and starved because they had for 
gotten to fish for themselves when, 
down the coast, other unspoiled peli 
cans, accustomed to foraging for them 
selves, lived oppulently on the bounty 
of the seas. They hadn’t forgotten 
how to struggle! 

The average appliance merchant has 
no more troublesome problem than 
that of the supervision of his retail 
salesmen. And if the great number of 
letters I receive is indicative, there is 
no subject upon which he is more in 
terested in gaining helpful suggestions. 
| approach it with some caution be- 
cause it is loaded with dynamite—too 
much supervision Can ruin a salesman 
just as certainly as too little of it can 
contribute to his aimless and resultless 
wanderings. | know of some compa 
nies who have produced complicated 
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supervisional systems which neither 
merchant or salesman could work un 
der with success. I know others who 
have totally ignored the self-evident 
fact that even the best of us need su 
perintendence. Personally, I believe 
in sanity. What is the use of cooking 
up a larger meal than can ever be 
eaten and digested? The correct type 
of supervision gives direction to each 
salesman’s endeavor without taking 
the necessity for individual struggle 
away. The principle to be followed is 


THE SUPERVISOR’S JOB: 


He must hire the men personally. 


feering 


He must assemble his sales force at regular 
intervals and go over the previous day's work 


with them. 


He must provide each salesman with a list 
of prospects—turning the salesman loose to 


find his own results in wasted time. 


He must see that the salesman 


of the business-getting methods such as A ee 


ing prospect lists daily. 


He must see that the salesman has a daily 
round of activity — canvassing, demonstrat- 


ing, calling on users, etc. 
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Given proper supervision the salesman will 





produce results ... A daily schedule of 
canvassing, demonstrating, calling on users, 
phoning prospects and store selling is neces- 


sary to the properly supervised salesman 


By 


Gerald E. Stedman 





anyone they knew or met. After weeks be better by confining himself to that 
of such enlistment and training., fron. number. If seven are to be employed, 
which little if anything ‘resulted, 1 the smart thing for the merchant to 
wondered why such fine groups of do is transfer the entire supervisional 
salesmen were not performing. What responsibility to some specialist other 






























































































































































EWING GALLOWAY 


ELECTRICAL MERCHANDISING 


little nor too much super- 
Met's be sure that all the peli- 
c ow to fish! 

» tain truth that any body 
of ; rill perform better when 
proper red. I recall an experi- 
ence of mine some years ago in which 
it was my function to enter major 
cities, enlist sales groups, give them 
training and send them out with the 
admonition to preach the gospel to 
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wrong with my training tech- 
? What was the matter with 
hualifications I had used to select 
m? I probed into almost everything 
until finally I fell upon the real rea- 
son. Then, before sending them to the 
field, | gave each the names of ten 
particular families with the request 
that they repeat the story to this ten 
and report results to me. Marvelous 
to relate, sales results were immediate. 
And that taught me the self-evident 
lesson which no one with salesmen in 
his employ should ever forget—every- 
one needs direction. Give any sales- 
man the names of 10 specific prospects 
each day and he will go to them with 
little waste of effort and deliver a 
story which, if powerful enough, will 
deliver results. But leave the picking 
of the prospects to the salesman’s ini- 
tiative and the majority will wander 
aimlessly as a cloud, reporting at the 
sales meeting the next morning with 
many evasive alibis which make them 
progressively weaker and more dis- 
couraged. 

Supervision, then, is essential to the 
degree that it gives direction in the 
daily pattern of a salesman’s activities 
—direction in training, in the use of 
promotion materials, in approach, pre- 
sentation, close and call back. But 
the type of supervision that is based 
upon bulldozing, whip cracking, fost- 
ering timidity and weakness or the 
usurpation or too much time in activ- 
ities that rob the salesman of the 
chance to face the prospect should be 
counted out. 

The limits of supervision have been 
well defined in army practise where 
the direction of the squad of eight has 
its supervisional corporal. For years, 
the manipulation of men has been 
successful on this “rule of seven’. In 
other words, every seven salesmen in 
the field require a supervisor and, of 
course, his guidance must be financed 
out of their activities. It is difficult 
for individual merchants, busy with 
other responsibilities of their opera- 
tions, to supervise more than five men. 
It appears wise, in studying the rec- 
ords of many dealers, to conclude that 
the merchant can supervise any num- 
ber of men up to five and that, bar- 
ring the exception, his results will 


than himself. Thereafter, the addition 
of manpower should be in squads of 
seven, each directed by a supervisor. 

It is a cardinal principle of be- 
havorism that we tend to exert extra 
energies for those whom we respect 
and admire. Supervision turns destruc- 
tive when the group is superintended 
by someone the salesmen regard as a 
Hop. 1 know of a dealer operation 
in Pittsburgh which has suffered ex- 
cessive turnover of manpower, entirely 
because the merchant blindly persists 
in keeping a relative in the supervi- 
sional job. He has enlisted and trained 
some of the finest salesmen that could 
be desired but their loyalty, energies 
and abilities have been negatived by 
this supervisor who knows nothing 
about exciting extra effort or about 
directing men. And this is an expen- 
sive pastime when it is considered that 
it costs anywhere from $35 to $75 
dollars to find, enlist and train a 
salesman sufficiently to make him pro 
ductive. 

If too many of any sales organiza- 
tion are leaving, a merchant is either 
handling the wrong product or he 
has the wrong supervisor on the job. 
And the constant loss of manpowe1 
indicates the merchant’s failure more 
than it does that of the men who leave 
him. My notion is that there is too 
much detailed supervision in many or- 
ganizations and utterly the wrong 
kind of supervision in others. Just as 
a great number of new supervisors 
should be hired by merchants through- 
out the country, a great number of 
pseudo-supervisors should be fired. A 
supervisor is not usually evolved from 
out of the ranks of star salesmen. He 
must be able to patiently, fairly, firm- 
ly and enthusiastically direct men. 
And they must be willing to go 
through hell for him! 

A good supervisor is a rare bird 
which cannot be picked up on every 
street corner. And the worst thing 
that can happen is to give a star sales- 
man or a relative the job. One of 
the best functioning organizations of 
my knowledge, down in Little Rock, 
Ark., is directed by supervisors which 
the men themselves elected. In Balti- 
more, Md., there is a successful or- 


(Please turn to page 15) 
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Broadcasting 









































The radio broadcast program of the American Washing Machine Manufacturer's Association brings 


a wide open opportunity for dealers to tie in and benefit locally from a national promotion. 


HEN you think of broadcast- 
ing you think of the big Red 
and Blue networks— National 


Broadcasting Company and Columbia 
Rroadcasting System. But there's an 
ther big network, the World Broad- 
sting System, with about 125 inde- 
pendent stations using electrical trans- 
riptions —‘‘spot broadcasting” it is 
illed. When you hear Fred Waring’s 
Pennsylvanians every Thursday on 
the Columbia network, you are hear- 
ng “live” broadcasting; that it, a 
roadcast that goes on the air as it is 
cing played by the band. But Fred 
\Varing also comes to the radio audi- 
nee through 32 stations of the World 
‘ystem through electrical transcrip 
sponsored by the Ford Dealers 
t \merica. 

The same is true of Chevrolet, big- 
rest radio space taker by the electrical 
ranscription method. Their Musical 
300 in- 
lependent stations. The same is true 
t+ Boake Carter, Philco’s famous 
ws commentator who, in addition 
» his mehtly news broadcasts which 

' 
ive 


penne 


\loments series is heard over 


is also sponsored on the air 
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by the Philco distributors mm an elec- 
trical transcription series known as 
“Around the World With Boake 
Carter.” 

The radio listener, no matter how 
expertly his ear is trained in acoustics. 
would find it almost impossible to de- 
tect the difference between “live” 
broadcasting and electrical transcrip- 
tion. The reason is not hard to 
find; the electrical records that are 
used in modern electrical trans 
cription broadcasting bear almost no 
relation to the phonograph record 
that we are accustomed to. Sound 
Studios of New York make the rec- 
ords for World Broadcasting and they 
hold the only Western Electric license 
to record in the broadcasting field. 
Their method of recording was devel- 
oped in the equally famous Bell Tele 
phone Laboratories whose experiments 
have practically doubled the tonal 
range while eliminating all surface 
nome. 

All this is by way of introduction 
to the new series of “spot broadcasts” 
being spensored by the American 
Washing Manufacturers Association 


to help advertise and sell washing ma- 
chines and ironers to the American 
public. The five-minute programs 
that will introduce “Helpful Harry” 
and his household hints to the nation’s 
housewives, will all have been pre- 
pared beforehand in the studios of the 
World Broadcasting System. One of 
the reasons for the “spot” broadcast- 
ing method is that the records of the 
five minute talks will be made avail- 
able to dealers and electrical merchants 
throughout the country to supplement 
the present roster of 28 stations being 
used by the Association. 

These 28 stations—among the best 
independent stations in the country— 
are actually just a starter to get the 
program under way providing, of 
course, that the electrical industry 
realizes the enormous possibilities in- 
herent in a unified, consistent coope- 
rative tie-in with the present schedule. 
There are some 500 stations to shoot, 
big and little, all equipped to do an 
electrical transcription broadcasting 
job. All that is required is that deal- 
ers, through their local cooperative 
groups, whether electrical league or 
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association, cooperative bureau or oth- 
er such agency, bank together to put 
the washing and ironing machine pro- 
gram on the air in their particular 
territory. 

That it will work has already been 
proven. Meldrum & Fewsmith, the 
advertising agency handling the ac- 
count for the American Washing Ma- 
chine Manufacturers Association, car- 
ried on a test survey among the deal- 
ers in Akron, O., to ascertain what 
degree of cooperation in furthering 
the broadcast schedule they might be 
led to expect from the rest of the 
country. Ten electrical dealers were 
invited to a meeting to discuss the 
possibility of their jointly taking time 
on the local broadcasting station, uti- 
lizing the “Helpful Harry” broadcasts 
already prepared. Six of the ten deal- 
ers recognized the publicity and pro- 
motional potentialities of the five min- 
ute spot broadcasts and agreed to tie 
in to the national program by broad- 
casting “Helpful Harry” at their 
own expense. 

The six dealers will all get local 
mention on the air. 
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Washer 


gate — 
ae 1 may be made real ational 
i big way: The original hook-up 


first week’s broadcasting ; two mors Aske provision _f6r 
will tie in with their own an e€- More would hay 


‘Two of the dealers will get their 
own commercial plug in during the 


ments_the—week—following—and the 
third week-the-remaining two dealers 
will have their opportunity. This ar- 
rangement was made so that there 
would not be an overloading of com- 
mercial announcements and so that 
there would be a fair distribution of 
broadcasting time among the six deal- 
ers. 

The business of going about local 
cooperative washer broadcasting is 
simple: All that is required is that 
the dealers in the territory get to- 
gether, agree on the desirability of the 
radio washer promotion and then go 
to the local broadcasting station for 
an audition of the records. The rec- 
ords themselves may be purchased by 
local broadcasting stations from the 
American Washing Machine Associa- 
tion. Many dealers, department stores 
and utility com 
panies are al 
ready familiar 
with broadcast 
ing having had 
some experience 
in making their 
own commercial 
announcements 
in connection 





The right way to start a washer- 
ironer sales meeting in the morning: 
listening to Helpful Harry's radio 
program going out to the prospects 
in the homes. In the center is the 
type of turntable and records used 
in sending electrical transcriptions. 
The quality of the recording is such 
that am expert cannot detect the dif- 
ference between “spot” broadcast- 
ing (electrical) and “live” broad- 
casting. Below: Six dealers in Ak- 
rom heard an audition of the Help- 
ful Harry broadcast and handed to- 
gether to buy time from their local 
station. It cost each dealer less than 
$5 a week for the two broadcasts! 


with sales, special demonstrations, 
store openings and similar functions. 
The transcriptions themselves are rel 
atively inexpensive—four of the five 
minute broadcasts are incorporated on 
a single record which is a wax im 
pression made from the master record 
by World Broadcasting System in 
New York. In the Akron campaign it 
is costinig the six dealers only $5 a 
week for the two broadcasts—a total 
of $30 for the six dealers tieing in 
with the national broadcast. As the 
cost of the records would amount to 
$3.50 for the week's broadcasts the 
Station time only amounts to $26.50 
or $13.25 per five-minute broadcast. 

Now here is one way in which the 
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28 stations. 
n added if the 
‘the Association pro- 
But on the basis of 
ampaign, an attempt is 
to sell 450 additional ra- 
ns on the idea of promoting 
dcast. These stations will ar- 
range/ for auditions of the record 
among dealers and when a satisfactory 
agredment has been worked out will 
be added to the present roster of 28 
statidts. With additional statiqns put 
ting an ‘the broadcast (with the help 
and backing of the electrical appliance 
trade throvghout the country) it is 
not difficylt fe_see that washing and 
ironing machine’ advertising and pro- 
motion will $gon be under way to an 
it that could hardly 


budget set up 
vided for the 
the Akrow’ 







have ‘been dreamed of a 
vai few year \ago. 
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these added 
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450 stations into the 
picture, the following 
letter has been sent out 
to them. Bear in mind 
that these stations are 
in addition to the 28 al 
ready contracted for: 
Letter to Stations 
You are probably 
aware of the fact that 7} 
the American Washing 
Machine Manufactur C 
ers’ Association is spon 
soring a series of 5 
minute electrical transcription pro 
grams which start August 20th over 
28 stations under the name of “Help- 
ful Harry’s Household Hints.” 
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Because of budget limitations, your 
station is not carrying this program on 
the original schedule. But there is no 
reason why you cannot use these tran- 
scriptions to get some new business 

y Organizing a cooperative radio 
broadcast with the washing machine 
dealers in your trading area. 

We have just finished a test cam- 
paign with station WADC of Akron, 
Ohio, a city of 250,000, and it has 
proved so successful that we are con- 
fident that you can build a nice ad- 
dition and a continuing addition to 
your local time by giving the matter 
some worthwhile attention. 

At WADC the selling of the pro 
gram was left entirely to the station. 
The sales manager contacted the ten 
or twelve major dealers in his city- 
set up an audition, and sold the cam- 
paign lock, stock and barrel to six 
good dealers who are going together 
to defray the entire cost, including 
the transcriptions, which run $30.42 
for the first 26. E 

Dealers will be mentioned at each 
broadcast, one before and one after 





Helpful Harry’s talk, bringing in the 
name of the washers they sell with 
prices and copy as prepared and ap- 
proved by them. Each dealer will 


LIST OF STATIONS BROADCASTING THE RADIO PROGRAMS OF THE 
AMERICAN WASHING MACHINE MANUFACTURERS ASSOCIATION 


have specihc mention on every third 
broadcast. 

We suggest a similar plan to you. 
Obviously, no one dealer can be al- 
lowed to “steal the show” for himself. 
Consequently, it will be necessary for 
you to contact as many dealers as 
possible and discuss the matter of the 
Helpful Harry Household Hint radio 
idea with them. If the situation looks 
favorable for new business, then order 
a record carrying two five-minute pro 
grams from us at cost—$1.75 each. 
It will be forwarded C.O.D. to you 
through the New World Broadcasting 
Company, New York City. 


Let it be understood that any radio 
broadcasting arrangements which you 
work out with local retailers is defi- 
nitely a deal between you and the 
local sponsors. 


In many cases you will find certain 
dominant retailers who will be an 
xious to sponsor this program exclu- 
sively. This will be permissible only 
where the others have been offered 
the opportunity to join hands in the 
broadcast. 


Keep in mind the fact that the 
parent program and the transcriptions 
have been arranged for by the Associ 
ation of al/ manufacturers, and it is 
therefore our desire that all receive 
the benefit in every area where it is 
used. It after the others have been 
offered an opportunity to join in the 
program, only one dealer shows his 
willingness to take it on, it will be 
perfectly all right for you to complete 
such arrangements. 


But bear in mind that transcrip 
tions for the broadcasting must be or 
dered through the Washing Machin 
Manufacturers’ Association with head 
quarters at 80 E. Jackson Boulevard 
Chicago, and they will be released 
only after the requirements have been 
complied with as set down. 


Already there has been a flood ot 
requests for information about how to 
tie in with the national broadcasting 
of washer and ironer promotion. The 
response to the program has been im 
mediate and far beyond the expecta 
tions of the sponsors. All this is help 
ful. The more stations that are added 
to the original 28 the better—the bet 
ter for the washing machine business 
and the better for dealer profits 
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AJ JJ] PRI Every keen appliance dealer recognizes the 
poe JU —————————— SS 5 anette eel 


. 6 = ‘ his competitor can’t get, or offer. 
} = 4 This is why Dexter double tub models 
& ——— - ——— pack such prodigious selling punch. It’s a 





thing different . . . something better . . . that 





tremendous sales advantage . . . a magnet that 
| less work . . . whiter clothes, all because of this 
Dexter, two - successive -suds system . . . con- 
tinuous operation, no waiting, no delay . . . a 
washing method recommended by all leading 


a 





@ This improved and refined line of suit every demand. An outstanding 
Dexters offers the washer world a new feature is the new streamlined Dexter- 
conception of values . . . new ideals of Built wringer with rustless, Lynite-alum- 
mechanical excellence ... new heights inum frame cast in one piece, flash-ac- 
of beauty and graceful design. It is tion safety release and automatic pres- 
a complete line with a price range to sure control. ° 


THE DEXTER COMPANY . . Fairfield, — 
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NO SALESMAN SIGNS A PROSPECT. IT'S DONE BY CREDIT MAN JOHN CLARK 































old maid buying a window 
lock, looked over several models 
and asked the sales girl :““ Which 
one is the safest?” 

“Oh, I have no idea,” she replied. 
“They never said anything to us 
about them.” 

There, in a nutshell, is an example 
of numb salesmanship. Numb in the 
language of Noah Webster, means 
loss of a sense of feeling. Numbness 
in most department stores means that 
loss of a sense of individual responsi- 
bility which the lockstep organizations 
of large institutions force on most of 
their sales staff. 

Rules are necessary, of course. May- 
be groups of people can’t be handled 
otherwise. But brilliant department 
store executives know that independ- 
ence and initiative go hand in hand, 
and are always hoping for some sys- 
tem that will give the individual 
plenty of rope. 

A. W. Ackermann may have found 
it. When he took charge of Hayden's, 
Omaha department store, last year, he 
had the chance of starting an appli- 
ance department from scratch. For 
twenty-five years he had been with 
National Bellas Hess, with Hough- 
ton Dutton in Boston. Now he was 
presented with the opportunity of do- 
ing over an entire store. It is not part 
of the story to tell how he spent $20,- 
000 on a new wiring system and 
lights, how more than $50,000 went 
on decorations. We will concern our- 
selves with the major appliance 
divisions. 

“We wanted that appliance de- 
partment,” said Mr. Ackermann: 
‘“‘We wanted to be able to outfit our 
customer completely, to keep his trade 
in one store. We wished the traffic 
that customers coming in to pay in- 
stallments created. Then, too, the 
profit in appliances is real money.” 

Nice little girls in uniform dress 
might wrap up toothbrushes, and rib- 
bon counter clerks are all right in 
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their place, but Mr. Ackermann felt 
that they wouldn’t click with $100 
items. He felt the routine of a depart- 
ment store must be relaxed to attract, 
develop and hold worthwhile major 
appliance department store salesmen. 
Those that produced results were 
never clock punchers, uniform wear- 
ers, or yes-men, it seemed. 

So when a call went out for sales- 
men, previous department store ex- 
perience meant little. Backbone of the 


Hayden group of nine men selected is 


Cull Rundle, a grizzled outside veter- 
an in outside selling. Under his sup- 
ervision the outside men work greater 
Omaha, freed from all the depart- 
ment store restraints that irk sales- 
men. They are paid on a straight com- 
mission basis, which—while we are 
asked not to publish it—is sufficient to 
permit one man to make a high of 
$174 for one week. 

Handmaids to these outside sales- 
men are three floor men, paid a 
straight drawing account. They must 
turn over all leads they pick up on 
the floor. They must close every out- 
side man’s prospect that wanders in- 
to the store without sharing his com- 
mission. Guardian of outside man’s 
rights is a card index listing his 
prospects. 

To get leads, to keep interest stimu- 
lated, the major appliance department 
periodically indulges in food shows, 
carnivals, and radio broadcasting. 
Some 11_per cent of the floor’s busi- 
ness is devoted to advertising. 

“Slow” Training Methods 

“I am a great believer that the ap- 
pliance salesman must have self con- 
fidence and must be free from per- 
sonal worries to succeed in selling,” 
declares Mr. Ackermann. “For that 
reason I know he must have his pants 
pressed, must have a shave and the 
wrinkles ironed out of his tummy. 
Our supervisor, Mr. Rundle, devotes 
most of his time to building up this 
confidence in men. Mind you, I am 
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pliance men 


Hayden's of 


Omaha gets away from 
usual department store 
methods in training ap- 


LEFT—A. W. ACKERMANN, AFTER 25 YEARS WITH 
NATIONAL BELLAS HESS AND HOUGHTON DUTTON 
PUT HIS IDEAS INTO A MODEL DEPARTMENT 


TO CULL RUNDLE 


RIGHT, SUPERVISOR, FALLS THE 


JOB OF BUILDING UP HAYDEN'S OUTSIDE FORCE. 


no better picker of salesmen than the 
next fellow. The only think I look 
for in new men is ambition. But after 
he is working for Hayden’s, we do 
our best to build him up. 

“We use what you might call a 
slow training method. I remember 
that when I used to go to dry goods 
conventions and listen to a lot of 
speeches, I couldn’t remember any- 
thing when I returned home. The 
same thing is true with a salesman. 
Fill him full of facts, and they are 
out of his head before he goes out the 
door. It’s useless to try to teach a man 
too fast. A major appliance prospect 
is too important to lose simply because 
a salesman’s dope is half baked. For 
this reason Mr. Rundle spends a lot 
of time working with the new man 
on sales gradually getting him into 
the picture. The result is a man who 
has self respect, knows his business, 
and -is enthusiastic at seeing a half 
dozen sales actually made. He isn’t 
numb and apathetic like so many sales 
people—he's a spark plug.” 






In stocking an appliance depart 
ment from scratch, Mr. Ackermann 
went after appliances backed by ad- 
vertising and reputation. In the re 
frigerator island he installed Norge, 


Frigidaire, General Electric and 
Apex. In the vacuum cleaner group 
he placed Hamilton Beach, Eureka, 
Premier, Apex and General Electric. 
Among the washers you will see Thor 
Norge, Easy, Apex, General Electric 
and One Minute. As representative 
ironers he selected General Electric, 
Easy, Thor and Apex. 

Outside salesmen change items with 
the seasons. Inside men sell every 
thing, their one instruction being to 
keep the customer from skipping from 
appliance to appliance. 

By and large the system works 
Uniformed salespeople born to the de 
partment store regimen, feel no pangs 
of jealousy at the liberty of major ap 
pliance salesmen. And up on_ the 
fourth floor no door bell puncher feels 
that he is losing his selling personality 
or individuality 
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Tie-In | 
with the 


nauonwide 


The popularly priced Cabinet 
Model F with its four, 100% ex- 
clusive, sales - producing Speed 
Queen features: (1) the famous 
Bowl-Shaped Tub, (2) Steel 
“ Chassis Construction with Double 
z : ‘ Walls, (3) lifetime Arc - cuate 
sag Aap © Drive Transmission and (4) the 
a new Speed Queen Safety- Roll 
Waite for fall deta Wringer. No other washer has so 
many definite, proven advantages 
to assure dependable, home laun- 
dry service and high washing ef- 
ficiency. 


Helpful Harry 
RADIO 
BROADCAST 


F your washer sales so far this year are lagging 

behind last year, it is not due to any falling 
off of consumer demand. At least, not according 
to our observations. Practically every one of our 
H)}00 Speed Queen dealers, located in nearly all 
parts of the country, is doing a bigger job this 
year than ever. Speed Queen sales the first six 
months are far ahead of last year... and 1934 
was the biggest year in our 27-year history! 

So... it might pay you to “change horses” 
und take on a consistent winner .. . a line which, 
for the past five or more years, has climbed 
straight up to the top rungs of the washing ma- 
chine ladder . . . without ever looking back. If 
your ambitions are in the same direction .. . 
drop us a line and let us give you full details of 
the Speed Queen proposition. 


BARLOW & SEELIG MFG. CO. 
Ripon, Wisconsin 


SPEED QUEEN 


Washer Sales 






















@ Are Your 


Ahead of 
Last Year? 


A New Sensational 
SIMPLEX JRONER 


selling for #339°° 


Have you heard this startling news? Have you seen 
this new Simplex Ironer priced to retail for $39.50? 

















It is every inch a genuine Simplex and offers 
advantages which are entirely new in the ironing 
machine field. 


It is a full-size household model with standard 
26” roll . . . instantaneous control . . . both ends 
of roll open . . . and a reputation of 29 years of 
pioneering leadership behind it. 





If you’ve been wanting to “go to town” on 
ironers, here is your machine! Write for details. 


°3 20, 















. 
Higher 
West of 
Rockies 
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puts 


JuSSiIne 


young fellow of 25, driving 

a black Ford V8 coach, flashed 

into a Chicago radio dealers 
place of business the other day. 
Thumbing at an auto radio model, 
he inquired the price. 

‘That five tuber is $45 installed,” 
replied the dealer. “Ten dollars down 
ind five a month.” 

‘Why you robber!’ squawked the 
prospective customer. “Don’t you ever 
ead the newspapers? There are a 
hundred places that advertise a car 
adio for no money down, installaticn 
tree.” 

‘Sure, | read those advertisements 
every day,” replied the dealer. It looks 
like a dog goned good proposition, 
loesn’t it? At least until you take it 
apart.” 

“What do you mean, 
ipart?”’ asked the prospect. 
see no catch to it.” 


take it 
“IT don't 


Profits from financing 

‘You own your car, don't you? No 
nortgage. You have a job, haven't 
ou? The electric company trusts you, 
the milk company has you on its 
harge account, and the _ telephone 
ompany is taking a chance on you as 
1 family man. Well, then, why should 
ou fall for a proposition that’s made 
tor fy-by-nights and ne'er do wells 
who haven't anything? Listen: You 
vet a car radio for no money down all 
right—but you pay for it through your 
nose. On a $45 sale you pay 3 per 
ent a month on the unpaid balance— 
that’s— 


$1.35 interest the first month. 

1.20 interest the second. 
1.05 interest the third. 

%) interest the fourth. 

73 interest the fifth. 

0) interest the sixth. 

+5 interest the seventh. 

3) interest the eighth. 

15 interest the ninth. 


$6.75 
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On 





“A total of $6.75 interest on a $45 
sale- just 36% on your money, plus 
the inconvenience of traipsing in every 
month. And you got to lay it on the 
line pronto. Don’t forget you give a 
mortgage on your car, and a wage 
assignment too. Suppose you move, 
take a trip, or do anything with that 
car not in the mortgage—the finance 
company can slap you in the peniten- 
tiary, for that’s conversion. Suppose 
you are slow on your payments; the 
finance company can walk in on your 
boss, embarrass you, and take your 
wages. I'm not mentioning that you 
have to pay the cost of recording and 
releasing that mortgage, too. I ask you 

is it worth all this merely to avoid 
making a down payment? 

“Now then, | haven't said anything 
about what kind of an auto radio you 





Go after the substantial 
pects and leave the fly-by-nights 
alone, Leroy L. Rosene, Chicago 
distributor, advises. 


pros- 
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By 
Tom F., 
Blackburn 


Now you see it, now you don’t has 


dealers and customers alike guessing 


are getting. That dealer has got you 
hypnotized with the no money down, 
low price argument. What are you 
buying, performance or a cigar box to 
stick in your car. Just figure it out. 
It costs at least $4 to make a good 
installation that will stand up under 
a 90 day guarantee. What a swell 
guarantee you are going to get from 
a dealer that has only $8.75 gross 
profit left to cover the cost of his ad- 
vertising, overhead, service and profit. 
If you come back twice for service 
during that 90 day period—say a con- 
denser lets go—that dealer is in the 
soup, in addition to not making any 
money anyway. 
There is no auto radio Santa 


“Do you believe in Santa Claus, 
Mr. Prospect?” the dealer continued. 
“Do you think the auto radia dealers 
in this town are sitting around wait- 
ing a chance to give you something 
for nothing? Of course ndt. They are 
going to sell you any kind of crate 
they can pick up, last year’s model, 
lemon, or anything that can be had 
cheaply. Why don’t you forget all 
that and buy performance and plea- 
sure on a basis to which a man in your 
financial standing is entitled?” 

Put a bad apple in the barrel and 
it will spoil all the good ones, farm- 
ers maintain. Much of the curse on 
auto radio today comes from its asso- 
ciation with automobiles. The car 
market is saturated, the yards are full 
of second hand autos, and the roads 
are crowded with filling and ‘super- 
service stations. In the dog fight to 
vet business tires, tubes, spotlights and 


almost everything is being sold on a 
no money down basis, designed to 
catch the fringe of trade that has no 
business owning a car anyhow. Into 
this morass the auto radio has been 
dragged. 

Naturally there is a hook in these 
no money down propositions, and 
wage assignments, dynamite loaded 
mortgages, and interest up to 5 per 
cent a month lie in the offing for the 
chap attracted by no money down 
deals. 

Honey that attracts 

So sweet is this 3 to 5 per cent a 
month money that it attracts firms in- 
terested in the finance alone, and will- 
ing to sell a car radio at little or no 
profit in order to make money off the 
loan. In case the car is mortgaged, 
they have a chance to pick up the 
entire mortgage and refinance, spoon- 
ing up a lot of gravy this way. Since 
few orthodox finance houses are in- 
terested in paper on such small sums 
as car radio entails, pledged on secur- 
ity that is as mobile as an auto, the 
dealer who is not in some local hook- 
up is frequently sending his custom- 
ers to personal loan houses who lend 
on wage assignments and furniture 
alone. This is particularly true where 
it is mot advisable to pick up a mort- 
gage on ‘the car. 

e facts in the case are, Leroy L. 
Rosene, Arvin distributor for Chicago 
points out, legitymate dealers have 
been so flabbergasted by the juggling 
of the proposition that few have 


figured out where they stand. 
Please turn to page \4) 
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Marshall Scott of the Barlow & 
Seelig Mfg. Corp., clad in the 
latest thing in jungle headwear. 




















Walter Voss, Voss Bros., stages a long lost brother It looks as if Jim Davis of Moraine (left) is drawing on 
act with Red Seaman of Electrical Merchandising, the tablecloth as he talks to C. G. France, of the Apex 
while Col. Goodrich looks on. Electric Mfg. Company, and Lou Upton of the 1900 


Corporation. 


he PIcNnIc before 


Members of American Washing Machine 
Association break bread and sink putts at 
Chicago Golf Club, Wheaton, Ill., July 23, 
before embarking on national campaign to 


convince Mrs. Housewife 


Ed. Oehler of 
Briggs & Stratton 
lighting up after dinner 





Here's T. C. (Terry) Craig, Mullins Like father like son. Here's J. R. 
Mfg. Co., Art Labisky, Barton Mfg. Bohnen, secretary of the American 
Corp., and Roy Bradt of Maytag, Washing Machine Manufacturers, 
just before the dinner bell rang talking to his strapping boy, J. J. 


No, they're not singing the national anthem, but 

it’s hot. The reverent looking gentiemen, left to 

right, are R. D. Hunt of Dexter, George Bower, 

of General Electric, and Fred Dechant of Ameri 
can Rolling Mills 
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| on 


pex Reading left to right, these rail birds are Bill Shaw, National Syndicate Art Labisky, in the glass window hat, stages a belly laugh, while Day 
900 Service, W. T. McGrath, Barton, V. F. Hannon of Barlow-Seelig and Hunt of Dexter (left) and Jim Davis of Moraine Products Company and 
W. E. Dee, Superior Sheet Steel Co. Sid Holland, Holland-Reiger Corp., toss in their chortles. Fred Dechant, 


American Rolling Mills, looks into his hat for the answer. 


“@ | the Bic 

















Charley Coughlin, of Briggs & Stratton, warm- 
ing up for a golf match with the high-pow- 
ered Ed Hurley. 


When the word rang through the 

halls, “come and get it,” Art 

Walker of Briggs & Stratton, 

Hutchinson, Robbins & Myers, 

Ray Randall of Briggs & Stratton, 

were almost at the front of the 
line with their trays. 





A story is told over iced tea. 

Reading left to right, Roscoe 

Bradt, sales manager, Automatic 

Washer, Roy Bradt of Maytag, 

Carl Hough, Bliss & Laughlin 
Steel Corp. 









Ed Hurley swings from his 
heels upward when he lets go 
on a tee shot. 
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When competition gets 
tough and prices are be- 
ing cut, there is but one 
answer ... and Barton 
has this answer 


EW-EXCLUSIVE-WORTHWHILE AND PAT- 
ENTED FEATURES — Merchandise around 
which you can build a convincing sales story 





that can't be duplicated. 

The New Convoluted Tub Line covered by 
U.S. and Canadian patents, will “pep up” 
every discouraged sales organization. No more 
stale sales presentations — a new story to tell. 
Seventeen hundred and ten extra cleansing 
water currents — a water action not duplicated 
in any other washer and easily demonstrated 
or explained. Cleaner clothes in less time. Less 
wear. A story with “The Reason Why.” This 
to sell at no extra cost above ordinary 











Barton patented Water 
Action diagramed. 15 jets 
of water shot back through 
clothes from convoluted 
tub wall—1710 additional 
currents of suds per 
minute—faster, more 
thorough. New double- 
action agitator improves 
action. Note clutch at top 
— most convenient, 
simplest. 


washers — but at prices high enough 











for profit. 








New and beautiful in appearance. 








Something to get pepped up about. 








This is why alert dealers everywhere 








are ordering samples. If yours are not 








on the way—order them today. Retail 
prices $59.95, $64.95, $69.95, and 
$79.95. Conventional models $34.95 
to $59.95. THE BARTON CORPORA- 
TION, West Bend, Wis. 















































































—< 


Auto Rapio 


CONTINUED FROM PAGE |] ———— 





About half the cars equipped with 
radio today are new, and that means 
the purchaser has been able to make 
a substantial down payment. Of the 


* balance, 98 per cent are only two or 


three years old and are wired for 
radio. This means that the vast major- 
ity of car owners who buy radio are 
responsible, and not the fly-by-night 
jelopy owning type. Why legitimate 
dealers should let themselves be 
stampeded by thie advertising that is 
intended to appeal to riff-raff is a 
mystery. One has only to look at the 
tire buyers to see that most customers 
pay cash for them—witness Sears and 
Ward prosperity—and are not attrac- 
ted by no money down propositions. 

Most auto radio buyers are not at 
heart bargain hunters, but are look- 
ing for models that will perform, in- 
stallations which will give. satis- 
faction, and payment plans that per- 
mit them to retain their self respect. 

Terms for every type 

Outlined by one dealer is an ideal 
set of terms that can be varied to suit 
the prospect. He sells as follows: 

1. To the family man with a job 
and an established line of credit, a 
straight contract, with a 10 to 15 per 
cent carrying charge. 

2. To the chap whose car is mort- 
gaged, but who has a job, a contract 
that includes a wage assignment, plus 
the usual charges. 

3. To the bargain hunter who 
wants a radio for nothing down, and 
whose employment is unsteady, a 
mortgage on the car, plus a wage as- 
signment. This fellow can often be 
sold on the idea of a down payment, 
particularly if shown it is to his ad- 
vantage. This type of customer is 
charged 24% to 3 per cent a month, 
and the dealer holds the paper, as it 
is the juciest finance paper that he 
gets. 

The public will listen 

Appliance dealers who will go after 
the good auto radio business in the 
right way will find it highly profit- 
able, Mr. Rosene points out. First, it 
is a “hot” line today, much in de- 
mand. Second, the name of every car 
owner in the neighborhood, can 
readily be obtained, a feature possible 
with no other type of electrical mer- 
chandise. 

An intelligent presentation of the 
merits of a high grade auto radio, the 
sense in paying for a good installa- 
tion ($4 on single, $6 on double 
unit), plus the value of a real guaran- 
tee behind the performance is enough 
to convince substantial prospects, Mr. 
Rosene declares. 

However, the salesman must take 
time to clear up the fog in the pros- 
pect’s mind about the financing prop 
osition. Any prospect worth his salt 
will co-operate to get himself in a 
better credit classification. 

Auto radio, which takes more ser 
vice than any other type—due to the 
jolting of the car—and which has the 
highest replacement ratio, due to the 
swift mortality of automobiles in 
general, offers a real future to dealers 
who will develop their own installa- 
tion department, and properly sell, 
finance and install theses music boxes 
on wheels. . 
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STEERING MEN 
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ganization of 14 salesmen whose two 
supervisory jobs rotate from salesman 
to salesman each month and, perhaps 
best of all, there is an outfit in Chi- 
cago whose supervisor is a woman 

. and is she a honey! Again I re- 
peat, if you have five or less sales- 
men, do the directional job yourself— 
but be sure you do it. The merchant 
has certain supervisory advantages, as 
head of his business, which give him 
more influence and enable him to com- 
mand more aggressive effort than a 
separate supervisor should. But if you 
have a large organization, get a su- 
pervisor whom the men will fight and 
die for. If sales performance slips or it 
seems difficult to hold men, change 
supervisors or change lines. 

The fact is that any clean, ener- 
getic, healthy, polite, earnest man will 
succeed as a salesman. The fact that 
salesmen fail is usually because they 
have not been properly trained, direct- 
ed, encouraged and supported. And 
that is the supervisional job! We are 
going to need more supervision in the 
months ahead for the simple reason 
that the successful merchant is going 
to need more manpower. The activi- 
ties of local banks in support of F.H. 
A., particularly ‘now that revisions 
in F.H.A. regulations makes the fin- 
nancing of consumer appliance paper 
so attractive, is marvelously increasing 
the outside selling momentum of appli- 
ance dealers all over the country. By 
fall, I predict a degree of direct selling, 
the like of which we have not seen for 
years. The unusually lenient credit 
terms now available makes it possible 
for the average family to satisfy its 
retarded desire for a new refrigerator, 
washer, range, oil burner or stoker on 
an easy monthly payment basis which 
makes the purchase of a combination 
of these home conveniences as con- 
veniently financed as was a single one 
in the past. Alert merchants, realizing 
the great incentive which F. H. A. 
terms are now producing, are not 
waiting to coax prospects into their 
stores. They are rushing into the 
neighborhoods and telling people of 
the good news in their homes. This 
takes manpower and enlarges the su- 
pervisional job. There probably never 
has been so much activity in man- 
power enlistment as now and some 
merchants are going to come out of 
it reeling if they neglect proper direc- 
tion just as others are going to miss 
the train if they fail to expand their 
outside organizations at once. 

In this respect, I like the way Dale 
J. McGinnis of Chicago, whom I 
consider one of the country’s most 
alert appliance merchants, is doing 
the job. He closed his branch store 
and placed the recovered investment 
in a truck trailer display which he 
calls the “household clinic on wheels”. 
Properly ballyhooed by advanced pro- 
motion and manned by a group of 
seven salesmen directed by a super- 
visor, he schedules this truck to the 
four corners of each neighborhood and 
has the salesmen work up each block, 
inviting housewives to the exhibit at 
the intersection. Crews rotate morn- 
ing, afternoon and evening. Each gets 
a shot at the truck display once a week 
and spends the rest of his time, under 

(Please turn to page 64) 





“But, John, if it’s such a job to keep 
this motor oiled, why don’t we get 
a new washer with one of those 


motors you never bave to oil 


THE G-E 
TYPE KH 
MOTOR FOR 
MODERN : 
WASHERS 
HELPS YOU 
SELL 





“Here, madam, is a motor like the one 
on the washer you want. Neither you 
nor any othe: ember of your family 
will ever have to oil it — it’s LIFE- 
TIME LUBRICATED”. 





2” 


Not one drop of oil need 
ever be added to the 
G-E Type K H Motor 


A powerful sales point— an assur- 
ance of fewer service calls and 
greater customer satisfaction 


ITH an eye to your customers’ complete satisfaction 

with the washers they buy, General Electric devel- 
oped and pioneered the LIFETIME-LUBRICATED motor 
—its lubrication is good for the entire lifetime of the 
washer on which it is originally installed. A motor like 
this on the machine you sell is an assurance to your cus- 
tomers that the manufacturer has equipped his product with 
a motor specially designed and built for washing machines. 


Other Superior Aids to Sales — All in One Motor 
READY INTERCHANGEABILITY that permits you, quickly and easily, to remove 
and replace the motor, when desired, for demonstration, or for installation in any 25-, 50-, 
or 60-cycle or direct-current district. Simplified assembly saves time for’ you as a dealer, 
just as it has helped the manufacturers of modern washers. 
CUSHIONED-POWER RUBBER MOUNTING—permanently fixed. Scientifically de- 
signed to maintain permanent alignment. Permanently protected against oil and air. Quiet. 


And it has many other distinctive sales-building features—plus the added value of the 
G-E monogram, recognized in millions of homes as a mark of quality. Twenty-six years’ 
experience stands behind this motor; it was built as you would build it to make it a defi- 
nite sales asset. General Electric, Dept. 6-201, Schenectady, N. Y. 


070-83 





GENERAL &® ELECTRIC 
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3 QO" Anniversary 
SPECIAL 
AGAIN “Royal Tops the 


World for Value” with a 


COMBINATION OFFER 


that Presents the Greatest Dollar 
Value Offered This Year! 


Here’s an offer that every Royal 
Dealer in the United States can “go 
to town” with—an offer that is big- 
ger and better than any we have yet 
made. It is one of those irresistible 
bargains that every prospective vac- 
uum cleaner buyer will want. 

Two famous, nationally adver- 
tised Royal Cleaners for the price 
of one—a big saving for your 
customers. 

To have your biggest and best 
| Fall season, line up with this 
a great proposition NOW. 


“Sales Helps” that 
Really Help 


Biggest and best Dealer Helps we have 
ever offered you. An outstanding Win- 

dow Di , New F , Window 
Streamers, Newspaper Ads, Nation- 
al Advertising—all to do 
just one thing — help you to sell 
more Royal Cleaners and 
make a better profit for 
yourself. 


ROYAL Dealers are Prosperous. 
This is a ROYAL Year. 


YOU ARE ENTI- 
TLED TO FULL DE- 
TAILS. WRITE OR 
PHONE YOUR 
NEAREST ROYAL 
DISTRIBUTOR OR 
WRITE DIRECT TO 
US FOR PARTICU- 
LARS. 








ROYVALETTE 
SPRAYER 


BLOWER ATTACHMENT 











THE P. A. GEIER COMPANY 


540 East 105th Street CLEVELAND, OHIO 
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Capital Realtor to Build 75 

Air Conditioned Homes 

HE trend to air conditioning 

[ which has been so heavily es- 
tablished in Washington, largely 
through the example and activities of 
the United States Government, is now 
extending to home construction in the 
Capital. The General Electric Air 
Conditioning Institute announces as 
the latest development in that field 
a building program inaugurated by 
one of Washington’s outstanding 
home developers, in which at least 
75 houses will be air conditioned. 

The 75 houses will be built by 
Waverly Taylor, Inc., architects and 
builders who have developed some of 
Washington's most interesting home 
projects in recent years. They will 
include all homes in Rollingwood, a 
15-house development with a price 
range from $15,000 to $20,000; all 
homes in Rock Creek Terrace, 22- 
house project with a range from $20,- 
000 to $30,000; and at least 38 houses 
in a third project of 100 homes, rang- 
ing from $13,000 to $15,000. 

Specially designed air conditioning 
systems will be used exclusively in the 
75 houses, which will have as stand- 
ard equipment year-around air condi- 
tioning systems, with the exception of 
the compressor used to supply refrig- 
eration for summer cooling and de- 
humidifying. Thus winter air condi- 
tioning is assured, and the buyer of the 
house may easily add summer condi- 
tioning whenever he pleases, merely 
by buying a compressor. All other 
equipment necessary for summer con- 
ditioning is included in the special cen- 
tral system. 

Operated for winter use, the sys- 
tem to be used in each house will heat, 
humidify, clean and circulate the air. 
Each will be equipped with a General 
Electric oit burning furnace and a 
special air conditioning central system 
unit suspended from the basement 
ceiling and containing humidifier, filt- 
ers, heating coils, cooljng and dehu- 
midifying coils, and a blower. The 
conditioned air will be carried to the 
rooms by concealed ducts and dis- 
charged into them through attractive 
grilles which will diffuse the air even- 
ly and effectively. 

The addition of a compressor for 
summer use will furnish approximate- 
ly 1000 cubic feet per minute of con- 
ditioned air, including 300 of outside 
air, in each house. This will provide 
24,000 BTU per hour of cooling 
(equivalent to the use of two tons of 
ice in 24 hours) with a temperature 
of as much as 15 degrees lower than 
that outside, the maximum difference 
advisable for comfort and health. In 
winter it will supply 90,000 BTU 
per hour of heat. The air for each 
room will be completely changed six 
times per hour in the heating season, 
eight or nine times per hour when 
used for cooling. As the 75 houses 
will vary considerably in size and 
other factors, these figures are approx- 
imate and apply to an average house 
typical of all. All controls for the 
system will operate automatically. 


Air Conditioning 






























The installations will be made by 
the Hudson Air Conditioning Corpor- 
ation of Washington, which has been 
active as a pioneer in developing the 
residential air conditioning trend in 
the Capital. 


15 Commercial Distributors 
Are Added by York 


ORK’S commercial division has 

been expanded this year to reach 
practically all important market cen- 
ters in the country, according to C. 
A. Pearson, national commercial su- 
pervisor of the York Ice Machine- 
ry Corporation, who last week an 
nounced 1935 additions of distributors 
on York commercial refrigeration and 
small air-conditioning equipment. 

York’s line was extended this spring 
to include 17 air- and water-cooled 
Freon condensing units, and 14 stand- 
ard models of air conditioners. 

The new commercial distributors 
include: 

Pugh & Whitescarver, Inc., Roa- 
noke, Va. ; Tidewater-York Co., Nor- 
folk, Va.; R. C. Beverly Heating Co., 
Richmond, Va.; Justus & Parker, Co- 
lumbus, Ohio; N. S. Larsen Co., To- 
ledo ; Canton Hardware Co., Canton, 
Ohio; Oklahoma Refrigeration Co., 
Oklahoma City ; Water Connally Co., 
Tyler, Texas; Young & Vann Supply 
Co., Birmingham, Ala.; Smith Eleva- 
tor & Mfg. Co., Chattanooga; W. A. 
Owen, Johnson City, Tenn.; Electric 
Refrigeration Service, El Centro, 
Calif.; P. F. Pickette, Spokane, 
Wash.; H. N. Crowder, Jr. Co., Al- 
lentown, Pa., and Alex. Orr, Inc., 
Miami, Fla. 


Georgia Power Equips 
Display Rooms 


ELVINATOR Corporation re- 
K cently shipped the largest single 
order of self-contained air condition- 
ing equipment yet received from one 
distribution point, to the Georgia 
Power Company, Kelvinator dealers 
at Atlanta, Ga. 

Units of self-contained air condi- 
tioning equipment included in the 
shipment are being installed in the 
display rooms of the Georgia Power 
Company throughout that state. The 
company is making the installations to 
provide their display rooms with op- 
erating displays of air conditioning 
equipment for demonstration purposes, 
and at the same time provide proper 
air conditioning in the display rooms 
for the comfort of customers and em- 
ployees. 

Commenting about the shipment, 
H. W. Burritt, vice-president in 
charge of sales, Kelvinator Corpora- 
tion, said: 

“This order is outstanding not only 
because of its size but also because it 
indicates the trend among air condi- 
tioning equipment distributors to make 
installations in their own display 
rooms that can bé demonstrated to 
prospects and at the same time provide 
air conditioning in the rooms. 
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Westinghouse Air Condi- 
tioning Transferred 


HE transfer of the Air Condi- 

tioning Department from East 
Pittsburgh, Pa., to Mansfield, Ohio, 
where it becomes a part of the Mer- 
chandising Division, is announced by 
\. E. Allen, Vice President in charge 
of the Westinghouse Electric & Man- 
ufacturing Company’s merchandising 
operations. This transfer affects all 
sales, engineering and manufacturing 
activities of the Air Conditioning De- 
partment. 

The purpose of this change, accord- 
ing to the Westinghouse merchandis- 
ing executive, it to effeet a cleser co- 
ordination, particularly in the design 
and manufacture of Air Conditioning 
equipment with the other closely allied 
products now within the scope of the 
Merchandising Division. 

The engineering and manufactur- 
ing of air conditioning products will 
be centered at the East Springfield, 
Mass., plant of the Westinghouse 
Company. The sales headquarters will 
be located at the Mansfield plant, the 
headquarters of the Merchandising 
Division. S. F. Myers will continue 
as Manager of Air Conditioning 
Sales in the Refrigeration and Air 
Conditioning Department, the an- 
nouncement concluded. 


New Utica Dealer 


HARLES C. Kellogg & Sons 
Ci Company, 107-year-old building 
supply company of Utica, N. Y., has 
been awarded the franchise to repre- 
sent the Air Conditioning Department 
of the General Electric Company in 
that territory. 

The Utica franchise was formerly 
held by A. Wayne Merriam, Inc., 
which has relinquished its retail ac- 
tivities to handle wholesale appliances 
exclusively. The Kellogg organization 
has taken over the entire air condi- 
tioning personnel and the main dis- 
play room, at 252 Genesee Street of 
the Merriam Company. R. H. Fish, 
formerly air conditioning manager for 
Merriam, will continue in that ca- 
pacity for Kellogg & Sons. 


Free Trial Offer 


A 48-hr. free trial offer of air-con- 
ditioning is offered by the Central 
Arizona Light & Power Co. and 
the Home Insulation and Air Condi- 
tioning Co. to citizens of Phoenix. 
The offer features the Strang portable 
all electric air conditioner, which, it 
is announced, “costs as little as a sum- 
mer vacation” and is as easy to in- 
stall as an electric refrigerator. 


Largest Order 


A 100-per cent General Electric 
installation of air conditioning, refrig- 
eration, fans and furnaces, “the larg- 
est on the Coast,” is announced by the 
Howell Electric Company of Re- 
no, Nevada, for the Country Club, 
recently opened in that city. 
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WHAT EVERY MERCHANT 
SHOULD KNOW 


be have to take your hat off to The 
American Weekly. It’s the king of 
magazines, and it rules the field from a 
triple throne . . . SIZE . . . CIRCULATION 
..- SELLING POWER. This mighty mag- 
azine is the biggest in size . . . biggest in 
circulation of any national periodical . . . 
its selling power magnificently doubles that 
of any rival. Its vividly interesting pages 
are read by more than 5,500,000 families 
every week. The American Weekly con- 
centrates on the richest areas where most 
of the buying is done. You're a lucky man 
when the goods you stock are advertised 
in The American Weekly. It means in- 
creased sales . . . more profits for you if you 
feature them in your window, on your” 
counter, in your advertising. 

















The American Weekly 
—what it is 


® The American Weekly is the largest magazine in the world. It is 
distributed through 17 great Hearst Sunday Newspapers. In 614 of 
America’s 995 towns and cities of 10,000 population and over, The 


American Weekly concentrates 67% of its circulation. 


In each of 158 cities, it reaches one out of every two families 
In 146 more cities, 40 to 50% of the families 

In an additional 139 cities, 30 to 40% 

In another I71I cities, 20 to 30% 


... and, in addition, more than 1,982,000 families in thousands 


of other communities, large and small, regularly buy and read 


The American Weekly. 


TH EAN ERICAN 
som J AW/EEKLY 


“The National Magazine with Local Influence’”’ 
Main Office: 959 Eighth Avenue, New York City 








PAGE 17 








INVENTORS 
CONGRESS 









Exclusive four-roll wringer with auto- 
matic safety release; floodlight illuminat- 
ing tub interior ; splendid new eight-sided 
cabinet of the new Horton Model 20, il- 
lustrated above, all played their part in 
winning highest award for Horton at the 
National Inventor's Congress, June 1935, 
in Chicago. 


HORTON A GOOD NAME 
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In competition with the products of Ameri- 
ca’s keenest inventive brains; 















And in that every day competition for the 
consumer’s dollar which concerns you most, 


Horton wins! 


The highest award of the Inventor's Con- 
gress is striking evidence of Horton leader- 
ship in design and craftsmanship. 


Practical proof of the value of that leader- 
ship lies in the mounting sales records of 
Horton dealers. 


Horton’s exclusive features win instant ap- 
preciation. Outstanding quality is easily 
demonstrated. Extra value clinches the sale. 


Seven washers—four ironers—in the Hor- 
ton line meet every sales opportunity. 
Dependable performance banishes service 
problems. 


Horton sales are zooming upward. Month 
after month new records are being made. 
Further proof that Horton is the line of 


leadership. 


For detailed information ask your distribu- 
tor, or write, 


HORTON MANUFACTURING CO. 
Osage St., Fort Wayne, Ind., Dept. M. 


FOR 64 YEARS 
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“NVERY producer of clothes 
washers has to think in terms 
of the materials he employs. 

But when the problem of selling 
washers is considered, the manufac- 
turer is sometimes prone to forget that 
there are often good selling points 
in the materials which might be pass- 
ed on to those who must sell the prod- 
duct. This may be because the selec- 
tion of materials is an every-day con- 
cern of the manufacturer. Such se- 
lection may be a commonplace to him, 
but if he transmitted some of | his 
knowledge to the sales force and it 
in turn use it in selling the ultimate 
consumer, the latter would not find 
it without interest, for in the last ana- 
lysis the satisfactory performance of 
a washer depends to a considerable 
degree upon using proper materials 
in constructing it. 

Naturally, every washer manufac- 
turer lays proper stress on more or 
less “exclusive” features of construc- 
tion in selling his product, but there 
is, nevertheless, a decided similarity 
in the design of most such appliances. 
This makes it the more important for 
him and for the salesman to make the 
most of the sales appeal in materials 
and especially those which, through 
judicious advertising, have become 
well known to the consuming public. 

Iren and steel are, of course, the 
materials most widely used in washer 
construction, but there are many 
grades of these metals as well as many 
materials for finishing them. In ad- 
dition, many other materials, such as 
those which the engineer calls ‘“non- 
ferrous” (without iron content), in- 
cluding various alloys of zinc, copper, 
nickel and aluminum, find extensive 
use and have noteworthy advantages. 
There are also some important ma- 
terials containing no metal, especially 
rubber and other plastics, which have 
highly desirable properties for some 
purposes. 


INCE all washers are used in con- 

tact with water, steam, moist air 
and various washing materials which 
have corrosive effects, one of the chief 
problems of the washer manufacturer 
is to select materials which resist cor- 
rosion. The cheapest grades of steel 
rust easily when not well protected by 
an applied finish, but the better grades 
of iron such as Toncan, which con- 
tains some copper and some molybden- 
um, and Armco Ingot iron, which is 
nearly pure iron are much more resis- 
tant to corrosion and have advantages 
on this score. Still more resistant to 
corrosion are the stainless steels, such 
as Enduro, and many of the non- 
ferrous metals and alloys which in- 
clude such materials as Monel Metal, 
Alcoa Aluminum, Horsehead zinc, 
copper and brass and the alloys of 
these metals, many of which enter 
into washer construction. 

In general, washer tubs are drawn 
or formed from steel or iron and the 
same is true of frames, legs, skirts, 
panels, covers and many other parts. 





What’s in a WAasuer ? 


The salesman who knows some- 
thing about the materials used in 
washing machine construction, is in 
the best position to close the sale 


By 
HERBERT CHASE, M. E. 


Such parts almost always receive a 
coating of enamel or of lacquer which 
is depended upon to improve their 
appearance as well as to protect them 
against rusting. Some tubs, covers and 
panels are made from Monel metal, 
however, and when this nickel-copper 
alloy is employed no applied finish is 
needed as the metal itself is highly cor- 
rosion resistant. For this reason, mil- 
lions of pounds of Monel metal are 
used in steam laundry washers and 
other laundry machines. This metal 
is either polished or scratch-brushed to 
give it a satin-like appearance and is 
excellent. for working tops such as 
are applied to some washers designed 
for kitchen use. Copper and aluminum 
are also quite corrosion resistant but 
are subject to some discoloration. 
Some copper tubs have been employed 
and aluminum is used for some covers 
and for certain other parts with good 
results. Aluminum takes and holds a 
good polish and is one of the lightest 
metals which is an advantage espe- 
cially in covers. 


RON and steel tubs and other 

parts are frequently given a vit- 
rious enamel finish inside and outside. 
This protects the metal perfectly, un- 
less chipped or cracked, and gives a 
smooth and lustrous surface which is 
easy to clean and which, in general, 
does not discolor. Such an enamel 
makes an excellent finish. Its only 
disadvantages are its cost and some 
tendency to chip or flake when struck 
a blow or when subjected to the pres- 
sure of a bolt or screw. If the metal 
is thus exposed it may rust unless it 
is of a non-rusting material, but dif- 
ficulty on this score is not very com- 
mon. A single coat of vitrious enamel, 
when properly applied, gives excellent 
protection and is used on some in- 
expensive washers, but as such ground 
coats are dark in color and the de- 
mands are for white or light colors 
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in general, one or usually two extra 
coats of vitrious enamel are applied 
over the ground coat to hide it and to 
give the color required. If a single 
coat is used, it is often mottled with 
a spray of other colors, but some if 
not most mottled finishes have two 
or more coats. 


PLASH frames at the top of 
washers and certain other parts 
are also vitrious enameled in some 
some instances, but most other steel 
parts, including many exposed cov- 
ers, panels, skirts and frames are usu- 
ally coated with lacquer, such as Duco 
or Opex, for example, or with synthe- 
tic enamels on the order of Dulux. 
These same finishes may be applied 
also to parts other than those of steel 
or iron, such, for example as Zamak 
(zinc alloy) die castings and Lynite 
and to other types of aluminum alloy 
castings, as well as to any cast iron or 
other metal surfaces. Lacquers which 
are properly compounded and applied 
make highly enduring finishes, as is 
witnessed by their use on automobiles 
and. many other products. They also 
have the advantage of rapid drying 
and do not require baking, though 
the undercoats, in particular, are 
sometimes improved by baking. 
Synthetic enamels of the Dulux 
type are very different in composition 
from the glass-like vitrious enamels 
already referred to, but they give a 
similar smoothness and general ap- 
pearance and when properly made and 
applied are :not easily chipped, al- 
though they can be scratched. In some 
forms, they are even more enduring 
than lacquers, especially when baked 
on. They aswell as lacquers are eas- 
ily refinished if subjected to injury 
or unusual wear, but with proper care 
are likely to last as long as the wash- 
er itself, providing, of course, an ade- 
quate thickness of coating is used. At 
least one prominent maker of washers 





specifies a ground coat and two 
double spray coats of lacquer on ex- 
posed metal parts which are not vitri- 
ous-enameled, and this is considered 
good practice. Two baked coats of 
enamel made from high-garde syn- 
thetic resins of the proper type make 
an excellent finish for metal parts 
and even a single coat may be ade- 
quate for some parts when costs must 
be minimized. 

For some mechanical parts, such as 
agitators, gear covers, gears, pump 
parts, levers and the like and some 
large castings such as splash rings and 
extractor covers, either zinc or alum- 
inum die castings are used to advant- 
age. Both types are subject to some 
corrosion but in general this has little 
effect except in discoloring the part, 
and even this effect is avoided on ex- 
posed parts by suitable plating or 
other finishes which are commonly 
used. Aluminum alloys have the ad- 
vantage of light weight and of holding 
a polish without plating for consider- 
able periods. Zinc die castings are 
stronger and less brittle and also less 
expensive. They take an excellent fin- 
ish but tarnish unless finished. Both 
types are excellent in performance and 
have done much toward making wash- 
ers possible at present low prices. 

Rubber parts play an important role 
in the modern washer. They help to 
make leak-proof joints, to promote 
silence in operation and to bring con- 
venience in several respects. Numerous 
grades or different compounds having 
various properties are needed. It is im- 
portant to employ grades which re- 
tain sufficient elasticity and which do 
not harden. nor crack in service. 
Wringer rolls sometimes are built up 
from three or more grades of rubber 
each selected to meet particular 
service conditions. They have been 
the subject of much research and de- 
velopment which cannot be outlined 
here but is highly important in gaining 
the success attained. In a subsequent 
article it is planned to give the ques- 
tion of wringer materials separate and 
fuller consideration. It may be said 
here, however, that some of the ma- 
terials are similar to or identical with 
those referred to above. 


N tubing and belts, rubber is com- 

bined with fabric in special ways 
which have much to do with washer 
success and convenience. Many makes 
and grades of these materials are 
available. The better ones, including 
such makes as Goodyear, Dayton or 
Gilmer, may last as long as the washer 
itself, but inferior types may be the 
source of trouble. Well-made rubber 
belts promote silence in operation and 
help to avoid overloading and con- 
sequent possibilities of motor trouble. 
Motors are generally mounted in rub- 
ber to promote silence and to avoid 
the effects of vibration. Soft rubber 
parts, such as those between tub and 
frame and in the form of gaskets 
where tight joints must be maintained, 
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FOR YOUR ENTHUSIASM ™ 
ACCORDED VOSS 
DIAMOND JUBILEE MODEL 


Your response with orders, inquiries, letters and telegrams 
has strengthened our belief that the VOSS Diamond Ju- 
bilee Washer brings you the greatest sales opportunity of 
the year. Priced to sell at $89.95, the Diamond Jubilee 
Washer would be a superb value. At the Diamond Jubilee 
price of $69.95, it is nothing short of amazing. It incor- 
porates all the features which have made VOSS the byword 
of quality and, in addition, it incorporates many new Dia- 
mond Jubilee improvements. In fact, the Diamond Jubilee 
Washer, Model D.J., is the culmination of years of wash- 
ing machine ~~ and production skill. It represents 
the ultimate in washing machine value and efficiency. 


Cash-in = sensational Money Making 
Opportunity for Dealers 


Wide awake dealers were quick to see the possibilities.of profit in 
the new Model D.J. These alert dealers realize those who are still 
selling on “price” alone, are as out-of-date as a horse and buggy 
in this 1935 streamline age . . . Conditions change . . . The big 
money maker of years ago has given way to one new live item 
which means profit at the end of the year. In fact, the VOSS 
Diamond Jubilee Model is the answer to the question “What will 
make ‘real money’ today?” 


But this supreme Value is not the whole story. One out of 
every hundred washers produced will be offered free to some happy 
purchaser. Here is a prize contest which will bring people into 
your store to buy. Sounds exciting, doesn’t it? Write today for 
details! \t is a plan which is certain to make money for every 
dealer who participates. 




































Write today for Jubilee Sales Plan 

















BROS. MFG. CO. 


DAVENPORT ,1OWA. 


$22,000 CONSUMER 


























‘QRIZE CONTEST 


Every Hundredeh Washer will be 2 Inchy One 
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Notice 
Exclusive 
Voss 
Haadi-Dor 


Exclusive 


VOSS FEATURES 


Came 


THE FLOATING AGITATOR 


The VOSS Diamond Jubilee Washer is 
equipped with the famous Suds-a-rator, 
which washes in the clean active suds at 
the surface, just as one washes by hand. 
Dirt drops quickly to the bottom—out of 
the way—instead of being ground through 
the fabrics again and again. 





Electrically PROTECTED 
SAFETY GUARD WRINGER 


Equipped with the Dual-Safety Wringer, 
the Diamond Jubilee VOSS makes obsolete 
all machines which do not give this pro- 
tection. It is safe, simple and virtually 
trouble-proof. Never Soles has such com- 
plete safety been built into any washer at 
any price. 


THE SHEET TEST 


We wish that every dealer could see the 
Sheet Test which shows why VOSS be- 
lieves this to be the World’s most efficient 
Washer. This test consists of placing a 
like number of sheets in a VOSS and in 
any other washer employing the bottom 
agitator. This test shows the difference be- 
tween the action of the VOSS and other 
washers. Clothes float and the VOSS pro- 
duces action where action is needed—at 
the surface. That is why the sheet test 
shows up so favorably, for VOSS handles 
the heaviest of loads easily and efficiently. 





may appear of little importance but 
they do have an important effect up- 
on satisfactory operation. Rubber cas. 
ters are not only silent in operation 
but are free from corrosion and do 
not mark the floor, if properly con- 
structed. 

Rubber is not the only non-metallic 
material of importance in’ wringer 
construction. Knobs, lever handles, 
push buttons and some electrical in- 
sulating parts are often made from 
such plastics as Durez or Bakelite, 
especially for dark opaque colors, or 
from Plaskon or Beetle when trans- 
lucent white or pastel colors are want- 
ed. All these materials are smooth and 
pleasant to touch, especially as they 
do not conduct heat rapidly. They 
also add a decorative effect and yet 
require no finish which might wear 
off or chip. All of them are good elec- 
trical insulators and do not conduct 
electricity. This makes them well 
suited for time switches and for other 
electrical elements as well as for han- 
dles where static discharge may prove 
annoying if a metal handle is used. 

In the case of washers using ex- 
tractors rather than wringers, extrac- 
tor tubs are usually made and finished 
in the same way as washer tubs. The 
extractor itself is sometimes spun from 
aluminum or may be drawn from steel 
which is subsequently tinned to give it 
high corrosion resistance. The latter 
type gives good results if an adequate 
coating of tin is applied, but a non- 
rusting metal, such as aluminum or 
Monel metal, requires no applied 
finish. 

Many decorative or other metal 
parts are plated to protect them 
from corrosion or to improve their 
appearance. The life and effectiveness 
of such finishes depends largely, when 
good plating practice is followed, up- 
on the type and thickness of coating. 
On most metals, nickel gives good re- 
sults, but may tarnish in time. A mini- 
mum thickness of 0.0003 in. is some- 
times recommended. Chromium over 
nickel does not tarnish and gives a 
bluish tinge. Cadmium plating is ex- 
cellent for some parts. 

As already indicated, factory en- 
gineers and production men almost 
invariably have a good reason for 
selecting each of the materials men- 
tioned above. It is apparent that these 
reasons, some of which have been out- 
lined, make good selling ammunition. 
They can be had by salesmen who are 
willing to make the most of them, and 
are ambitious enough to go after the 
facts when they are not handed out 
by the manufacturer. 







Charley Golding, since his pro- 
motion to assistant general man- 
ager of the United Electric Light 
Company in Springfield, Mass., 
has been kept busy opening up 
a new merchandise showroom 
and home service department. 
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DDING a billy goat to the sales 
A personnel is not a new idea, of 
course, but in the case of Ohio 
Public Service, an energetic goat so 
stimulated the activities of the refrig- 
erator salesmen that the company is 
unoficially credited with a world’s 
record. 

With the goat’s vocal and odori- 
ferous co-operation, this company sold 
refrigerators to 3.7 percent of its res- 
idence meters in a 60-day activity, 
or to 6.1 percent of all who did not 
previously own refrigerators. This 
tops Mississippi Power’s fine record 
of 3.1 percent of residence meters, 
which this writer is reliably informed 
was the previous high for a privately 
owned utility. We omit tax-subsidized 
activities. 

The procedure of the goat-getting 
campaign is simple enough. Quotas 
for the various divisions or offices of 
the company are established; a good, 
lively goat and shipping crate for same 
are procured, and at the end of the 











C. C. Henderson, Division and 
New Business Manager, OPS 
Appliance Div. takes the goat 


for an airing. 
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GOAT GETTING 


















— helped Ohio Public 
Service sell 2.568 . 














Cc. L. DUNN 


The General New Business Manager of the Ohio Public Ser- 
vice Company at Cleveland, plays nursemaid to the jinx goat 
that did so much to help put over a refrigeration campaign. 


first week, bleating Billy is shipped 
to the division which stands lowest 
in percentage of quota. Thereafter the 
goat rotates week by week among the 
tail-end divisions. Various trimmings 
in the farm of bulletins, cartoons, de- 
risive letters from other district man- 
agers to the one who holds the goat, 
and whatever manner of goat-play a 
fun-loving organization can evolve, 
are all part of the program. The em- 
barrassment of josh and ridicule prove 
quite as effective as sales stimulus as 
does the more common practice of 
offering prizes. Not regularly, of 
course. Expectation of gain is what 
men go into business for, seldom sim- 
ply to prove that they’re better than 
the next fellow. 

The O.P.S. goat-getting campaign 
started April Ist and ended’ May 31st. 
The objective was 1,500,000 kwh. per 
year of estimated annual load increase. 
To accomplish this meant that the 
force had to sell 2% times the rela- 
tively low quota established. They ac- 
tually sold slightly more than this, 
checking in 256.8 percent of quota 
whereas the most optimistic hope of 
the management was 200 percent of 
quota. The winning division returned 
373.4 percent of quota, the lowest 
booked 185.5 percent. In every case 
the purchaser whose order was ac- 
cepted had a steady job or sufficient 
means to meet the sales terms of the 
company. Credits were scrutinized 
carefully. Frigidaire, General Elec- 
tric and Westinghouse were the ma- 
chines involved. 

“Three factors entered into this 
result,” explains C. L. Dunn, general 
inew business manager of Ohio Public 

« Service, “the appeal to salesmen’s 
pride, the fact that we took advantage 





of ‘specials’ to interest customers on a 
price basis, and the fact that the opera- 
tion attracted so much public atten- 
tion and publicity that everybody in 
the territories was thinking about re- 
frigerators talking about refrigerators 
and wanting to buy refrigerators. 

“The publicity factor was especially 
important,” he continued. “In most 
sales contests the public is apathetic. 
They know that the salesman is talk- 
ing for money and a large percentage 
develop greater sales resistance on that 
account. In this case the whole con- 
test was a huge joke and the public 
laughed at us and with us. 

“In the very first town to which 
the goat was awarded, Billy was park- 
ed in the Company display room. Im- 
mediately the town constable arrested 
the local manager for harboring live- 
stock within the corporate limits, and 
haled him and the goat to the hoos- 
gow. Whether they were locked up 
in the same cell 1 do not know — 
probably not, because that would un- 
doubtedly come under the interpreta- 
tion of cruel and unusual punishment 
which is unconstitutional. The news- 
paper boys laughed their heads off 
at this arrest, told the story in print 
with many flourishes, explained all 
about the refrigerator sale. It was the 
best ‘door-opener’ we ever had. 

“In another town, the new business 
manager was much embarrassed at 
having the goat awarded to him. He 
very surreptitously transported the 
agile capricornus to his home and hid 
it in his garage. But Billy had a flair 
for publicity. ‘Try to keep me off the 
front page’, he baa’ed, and forthwith 
put his butter down and tore through 
the panels of that garage door like 
a bullet through tissue paper. Of 











refrigerators in a- 
60 - Day Drive. 


by Frank B. Rae. Jr. 





course the newspapers got a good 
laugh out of that one. 

“One of the new business managers 
evolved a scheme for using Billy to 
stir up some of his more lethargic 
salesmen. Late at night he would take 
the goat to the slothful salesman’s 
home, tether it to the front door han- 
dle and await developments. Imagine 
the feelings of that salesman when he 
found the brute snoring on the wel- 
come mat! He had to lead the frac- 
tious quadruped back to the company 
office where he arrived with a very red 
face indeed. 

“When we got the goat he was 
a pretty wild specimen, but after 
several weeks he got the hang of the 
thing. When shipping time came he 
would hop into his crate and lie down 
like a well-mannered puppy and spend 
the time of the trip thinking up new 
ideas in devilment.”’ 

All of which sounds like very soph- 
omoric horse-play —or rather, goat- 


(Please turn to page 70) 








O. H. Terrell, New Business 
Manager, OPS Warren Divi- 
sion, plays nursemaid to the 
goat in turn. 
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WOMEN DEMAND THESE 
SIX “PLUS” FEATURES 


ON THE WASHERS THAT THEY BUY 


Only General Electric has ALL of Them 






























“ONE-CONTROL” 
WRINGER 


One bar starts, stops, and re- 
verses rolls; applies and releases 
pressure; offsets upper roll, for 
easier feeding; automatically tults 


drainboard. Balloon rolls. 














ACTIVATOR 
ACTION 


Forces dirt out of clothes by 
gentle but positive water action. 
No harsh rubbing, tangling, 
braiding, or twisting of clothes. 
Used exclusively on all General 
Electric Washers. 














LONG-LIFE 
MECHANISM 


Because there are only 4 mov- 
ing parts in the gear mechanism 
of wringer models, adjustments 
can be made externally, after 
years of operation, so simply 
that the washer’s high operating 
efficiency will be continuously 
maintained. 

















QUIET 
WASHING ACTION 


When the washer is loaded and 
operating, there’s none of the 
annoying motor and gear noise 
that’s so hard on the nerves . . . 
just a slight sound as clothes are 
swished gently through three 
washing zones. 











PERMANENT 
LUBRICATION 


The motor, gears, and bearings 
are permanently lubricated at 
the factory and require no fur- 
ther oiling. This assures depend- 
able operation and long life. 














“GENERAL 
ELECTRIC” 
What’s in a name? Plenty — 
when it’s the best known name 
in the electrical industry. “Gen- 
eral Electric” on any electrical 
pam is guarantee of the 
a 
qua 


materials, lity. 























The “Spotlight” Campaign offers you an unusual opportunity to 








start off your G-E Home Laundry Equipment business with a bang! 
It begins September 3rd and ends on the 31st of October. Send in 
your entry any time betore September 30th. You won’t regret it! 


TUNE IN! p—-—--—————-—-—--------- “ 
HOME LAUNDRY EQUIPMENT SALES 
General Electric Com 











Listen to “Helpful Harry” on Tuesday 








| 
and Friday mornings broadcast his | Bridgeport, Conn. | 

“Helpful Household Hints.” This pro- l men O me « ange im f. ti. about the line of General Electric Home 
FULL LOAD TEST gram ie cpencored by the American — | 
Here is one of the rigid tests to which Washing Machine Manufacturers’ | ee... | 
every General Electric Washer is subjected Association in the interests of all | Address | 

before it leaves General Electric's Bridge- washer and ironer dealers. See your City — 

port, Conn. factory. local paper for broadcast time. ss saint ce ie: ace tps“ clea iit is ‘ad: Ni ind timmns bell dai. aman Aenea ais aly | 





GENERAL @ ELECTRIC 


HOME LAUNDRY EQUIPMENT 
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Why | into 


the 


Appliance Business 


STRANGER enters the appli- 

ance field to find that it isn’t 

strange at all. After eighteen 
years of automotive experience as New 
York's distributor for The Nash Mo- 
tors Company, I find myself plunged 
suddenly and deeply into the home 
appliance business as the new Norge 
distributor for the New York area. 
And I like it! ; 

On August Ist, The Warren- Norge 
Company, Inc., took over the leases, 
inventory and staff of the Norge Cor- 
poration of New York; the only fac- 
tory branch’ which that company has 
maintained in its national setup. Dur- 
ing the change-over, out of all man- 
ner of detail absorbed, I see a pattern 
that is similar to the problems and 
practise which we have constantly 
faced in automotive merchandising. 

It can be prophesied that there may 
be a great influx of automotive deal- 
ers and distributors into the home ap- 
pliance field in the immediate future ; 
not only because that field offers an 
unusual selling opportunity, but be- 
cause it provides a cushion to soften 
the effect of falling profits in the au- 
tomotive field. And I believe the two 
operations are, to a degree, compan- 
ionable. 

For many years, the automobile has 
been the most desired of all products, 
one that has been voluntarily bought 
rather than having to be sold. Basking 
in the sun of public preference, auto- 
motive volume per dealer has vaulted 
spectacularly during the past and 
great profits have been made. 

In retrospect I am often amused 
at my early experience as salesman for 
A. F. Chase & Co. of Minneapolis, 
who in the early 1900’s were distribu- 
tors for the curved-dash Oldsmobile. I 
found myself out of a job with this 
concern in 1904 because, having sold 
1,000 cars that year, Mr. Chase be- 
lieved the market saturated and there- 
fore decided to go out of business. 

Now, 31 years later, after an ex- 
perience in which Warren-Nash Mo- 
tor Corp., as New York distributors, 
accounted for more than 20% of the 
national output of The Nash Motors 
Company, I am saying “good-bye” 
to the industry because changing con- 
ditions make it almost impossible for 
the average automotive dealer to earn 
adequate profit. And without proper 
dealer profit, no enterprise can sur- 
vive. 

One of the most fundamental rea- 
sons for profit difficulties of the dealer 
in the automotive business is that of 
narrowing margins, caused by the in- 
creasing proportion of lower priced 
cars in any given sales-volume. Yet, 
because the automobile now has to be 
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sold, increased resistances demand ad- 
ditional promotional power, necessi- 
tating added selling expense which is 
dificult to supply from dwindling 
margins so that, with the trade-in haz- 
ard lurking constantly in the back- 
ground, the average automotive dealer 
finds himself in the red no matter 
how effectively or aggressively he per- 
forms. There is a widespread and 
urgent desire among automotive deal- 
ers to find some compensating volume 
and profit to make up for the penalties 
which the majority now feel. 

Just as this dilemma of lowered 
margins and increased selling expense 
in the automotive field has induced me 
into the new realm of home appliance 
distribution, so it will induce others. I 
know of many dealers and distributors 
who are searching for a compensating 
volume to enrich their profit attain- 
ment and where, in all American busi- 
ness, can they find a greater oppor- 
tunity than is offered in the home ap- 
pliance field. Just as the public de- 
mand for radios was suddenly shut off, 
subsequent to the stock market de- 
bacle of 1929, forcing thousands of 
radio dealers to enter the electric re- 
frigeration field suddenly, so the grad- 
ual economic trend that has finally 
produced such profit penalties among 
automotive dealers is encouraging 
them to enter home appliance retailing. 
And I believe the home appliance field 
will be greatly enriched by new deal- 
ers who will add to it the benefits of 
their experience in automotive selling 
as well as the new capital which they 
will provide these industries. Their in- 
terest will permit the extension of 
distribution in relation to such prod- 
ucts as refrigerators, washers, ranges, 
oil burners and air conditioning to the 
point where, through the greater ser- 
vice, American home life will be more 
certainly enriched. 

Having decided to leave the automo- 
tive field, I was induced to select home 
appliance distribution because I firmly 
believe, after careful analysis, that the 
enrichment of home life will be the 
basis of the new prosperity during the 
next great period of marketing prog- 
ress. In the past prosperity, everyone 
was interested in che possession of 
money and most of the social forces 
operated to throw family interest out- 
side the home. Then came the depres- 
sion and the necessity for the average 
family to huddle protectively together, 
living in the most economical manner 
possible. The average family spent 
more time at home and learned the en- 
joyment of associating together in 
happy home life. As a result, a tre- 
mendous national desire has been de- 
veloped for the ownership of home 





appliances. Many of these now rank 
high in the elective preference of the 
public and, with years of expansion 
possibilities before them, and no par- 
ticular replacement problems facing 
them, have an unusually wide market 
opportunity before them which is 
packed with profit to all—the owner, 
retail salesman, dealer, distributor and 
manufacturer alike. Thus, from the 
soundest of economic angles, home ap- 
pliance industries are in the healthiest 
condition of all. 

To make a comparison between au- 
tomotive and appliance merchandising 
methods, I see only three differences: 

First, appliances rank somewhat 
lower in public preference than do 
automobiles and they are therefore 
sold under somewhat greater selling 
resistances. This demands more ag- 
gressive outside selling effort on the 
part of dealers and more energetic 
merchandising activity within their 
store. There is, of course, greater pub- 
lic response to automotive advertising 
than is the case with home appliances. 
In the former, advertising creates a 
larger percentage of real demand 
which attracts an unusdal amount of 
voluntary store traffic. In the latter, 
advertising creates an acceptance 
which must be hooked up with a com- 
panionate direct selling activity to 
capture its full effect. Since the in- 
fluence of F. H. A. is sprouting a 
greater tendency towards outside sell- 
ing activities on the part of dealers, 
it can be presumed that a client’s ad- 
vertising in the New York market 
will be more resultful than ever before. 

Second, the purchase of an auto- 
mobile cannot be justified from the 
standpoint of the savings it creates. 





By 
Charles B. Warren 


president 
Warren Norge Co. 
New York 


For eighteen years, Nash 
automobile distributor in 
New York, C. B. Warren 
was responsible for 20 
per cent of their national 
business. 


On the other hand, many appliances 
are self-financing in nature and can 
be afforded by everyone so that the 
problem becomes one of educating the 
average family to the realization of 
this. Since F.H.A. makes this com- 
parison of terms and savings even 
more spectacular, it can be assumed 
that great advantage will be drawn 
by such appliances from the easier 
credit terms initiated by the great 
New York banks. And this is an ad- 
vantage which automotive merchan- 
dising in the area does not, nor. will 
not have. 

Third, the typical retail setup in 
the automotive field is of an exclusive 
dealer type. Thus it has been possible 
to establish a more effective dealer 
control than has been possible in the 
appliance field where the usual outlet 
handles leading competitive makes of 
appliances. Personally, I feel that the 
appliance dealer can take a profitable 
lesson from automotive selling and 
move into a more exclusive type of 
setup. The merchandising manager of 
a large New York department store 
recently told me that his total re- 
frigerator volume declined when he 
foresook the policy of exclusive repre- 
sentation by handling a number of 
lines on his floor. The great danger 
of representing too many lines is that 
it causes “pussy-footing”’ salesmanship. 
Salesmen lose initiative and loyalty in 
relation to the single line and, rather 
than increase their ability as salesmen, 
devolve into order takers. 

Wholesaling is, after all, merely a 
good job of retailing. It is the respon- 
sibility of the distributor to improve 
the selling practise of salesmen and 
dealers within his territory. This we 
propose to do quickly after our en- 
trance into the appliance business. 

We must have merchants, rather 
than dealers. We must have salesmen 
rather than order takers. We must 
have sales counsellors rather than 
wholesalemen. 

On the golf course, I take great 
pleasure in using the “we” psychology. 
It is not a game I am playing but 
rather the game “we” are playing 
(my caddy and I). We talk about 
“our” ball. And that is just the way 
I intend to enter the appliance busi- 
ness in the New York area. Our great 
body of dealers here, numbering near- 
ly 200 at present, are an even more 
important part of the team than am 
I. It will be “our” opportunity to 
serve. “our” effort, and “our” success. 
Personally, 1 am alive to the greater 
opportunity of public service which 
appliances afford and know that from 
the development of an enriched home- 
life, we cannot fail to profit. 


PAGE 23 


































































WO years and two months 
ago, Freeman Barnes called 
me into his office at Nela 


Park for an informal debunking 
discussion of the Better Light- Better 
Sight idea. The fundamentals of this 
idea had been presented to the Edison 
Electric Institute convention by 
George Whitwell, a committee had 
been formed to put it into effect and 
some tentative plans had been made. 
The next job was to shoot both the 
idea and the plans full of holes. Hence 
the discussion. 

But just as the first essential of a 
rabbit pie is a rabbit, so the first 
essential of a debunking conference is 
bunk. And there was no bunk in the 
Better Light-Better Sight conception. 


This made me very sad, indeed, be- 
cause I dearly love to prick holes in 
toy balloons. I couldn’t prick any 
holes in this one. 

Better Light-Better Sight, as I 
have said, is George Whitwell’s brain- 
child, but the nursemaid who brought 
it up is Merrill Skinner. This man 
Skinner has more energy, good nature 
and ingenuity than a baby elephant. 
What I mean to say is that he puts 
power, tact and a very keen brain be- 
hind every job he tackles, and in the 
case of Better Light-Better Sight he 
was ably aided by Barnes, Joe O’Brien 
and C. E. Greenwood, his fellow com- 
mittee-men. To these four men must 
be given most of the credit for the 
development of what is undoubtedly 





The 500,000th 1.E.S. lomp receives its certification tag: Lou Neworth of 

the Mutual Sunset Lamp Company and D. W. Atwater of the Westing- 

house Lamp Company receive the tag rom W. F. Little, lighting engi- 
neer of the Electrical Testing Loboratories. 
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Movement is an example of 


can accomplish in public wel 


Dr. Matthew Luckiesh, left and 

Frank Moss, co-workers for years 

on better lighting. Out of their 

studies, the groundwork for the 

Better Light—Better Sight move- 
ment proceeded. 


the most successful coordinated activ- 
ity in the history of the lighting in- 
dustry. 

They were lucky, of course. For 
about this time it happened that Matt 
Luckiesh (Dr. Luckiesh to you) had 
wangled his “science of seeing” into 
a semblance of practicality. He and 
his collaborator, Frank Moss, had 
been sweating over this job for fifteen 
years and more, the results of their 
work had been recognized and hon- 
ored by high scientific authorities, and 
now—what is most important to you 
and me—they had reduced what the 
public considers to be unintelligible 
scientific gibberish to simple and un- 
derstandable words. 

came the sight meter. Earl 
Canfield, then a utility commercial 
executive, had been playing with this 
gadget for some months, and with the 
aid of Harold Green and Mary 
Webber and a lot more people, had 
evolved a selling method which they 
called “the new approach to lighting 
sales.” It was pretty crude at first— 
what else could you expect ?—but it 
was a tremendous forward step in 
the direction of popular acceptance of 
the truth that light and sight mean 
something more than kilowatts and 
spectacles. 

So with the “science of seeing”’ con- 
cept and the sight meter to make that 
concept visible to the public, the 
Better Light-Better Sight movement 
was launched. 


In the first announcement of the 
movement it was emphasized that “eye 
sight conservation is our major objec- 
tive.” Not the sale of fixtures or por- 
tables or bulbs or kilowatt-hours of 


BreAD UPON Waters a 
or Worms 


The two-year history of the 


By FRANK B. 


energy, but eye sight conservation. 
Upon that foundation stone the whole 
Better Light-Better Sight edifice has 
been built. “Only as people appreciate 
the value of seeing will they appreci- 
ate the value of light,” said Luckiesh 
in that first announcement, and from 
that basic principle there has been no 
deviation. 
. . 7 


First to join the movement were 
the optical brethren. They had been 
fumbling with the idea of the affilia- 
tion between light and sight for a 
number of years but had never been 
able to find a true scientific and ethical 
basis for incorporating light prescrip- 
tion into their professional service. 
The sight meter was the key to this 
problem, and so today the eye sight 
specialist has light prescribing tech- 
nique and equipment which meet his 
rigid professional standards, and he 
will tell you what light vour eyes 
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The newly-appointed executive com- 
mittee of the National Better Light- 
Better Sight movement. Qa 
Freeman Barnes, incandescent Lamp 
Works, General Electric Company; 






































RAE, JR. 


Merrill E. Skinner, Niagara-Hudson 
Power Corp., chairman; J. O'Brien, 
Westinghouse Lamp Company; and 
C. E. Greenwood, commercial direc- 


pon Hooks 


Better Light—Better Sight 
hat broad industry promotion 


are and sales achievements 





tor, Edison Electric Institute. 


need just as he tells you what lenses 
they need. Give much credit for this 
most important accomplishment to 
Mike Julian, executive -oficer of 
Better Vision Institute. 

We people who sell portables and 
bulbs and energy have not yet felt the 
effects of this revolutionary advance in 
the service of the eye sight specialist, 
but when the 5,000,000 patients who 
annually have their eyes examined and 
prescribed for are given explicit direc- 
tions as to the amount and kind of 
light they should have for work and 
for recreation, the effect on the sale 
of sight-saving lighting merchandise 
will be staggering. 

* ee 

And now, speaking of sight-saving 
lighting merchandise : 

William F. Little of Electrical 
Testing Laboratories designed a study 
lamp for a young relative of his who 
is in college. It was one of those hap- 


The home service lighting woman 
has played an important part in 
bringing the story of better light- 
ing to thousands of utility com- 
pany domestic customers. With 
the lighting kit and sight-meter 
demonstrations of better seeing 
could be made easily and prac- 
tically in the customer's home. 


Py inspirations that show up about 
as often as Haley’s comet. Little 
discussed it with a number of 
the lighting bigwigs and after con- 
siderable sweat and mental anguish 
the 1. E. S. certification tag scheme 
was evolved, whereby lamps that ex- 
actly meet the specifications are kosher 
and those that don't ain't. 

The inside story of that lamp reads 
so:nething like a history of the Thirty 
Years War boiled down to fifteen 
months. The lamp was derided by the 
trade, it was unmercifully chiseled by 
buyers and manufacturers alike, it was 
viewed with alarm and pointed to 
with pride, but in the end the public 
said, “Gimme”. Whereas I am told 
that the first rash estimate of possible 
sales was only 10,000 units, the sales 
of those bearing certification tags were 
at last reports in excess of 525,000. 
Why? Simply because the sponsors of 
and co-operators in the Better Light- 
Better Sight movement publicised it as 
a sight-saving lamp, and upon prac- 
tical test it proved to be just that. 
The public did not buy it on price 
nor style, they bought it on the basis 
of sight conservation—and they've 
bought close to three-quarters of a 
million of them on that basis so far. 

This autumn the Mazda lamp 
manufacturers took a cold look at 
this “certified lamp” situation and 
peeled $35,500.00 off the old bank 
roll as their share of a co-operative 
advertising campaign fund to be de- 
voted to further publicising sight-sav- 
ing portables, stipulating only that the 
portable lamp manufacturers should 
match them dollar for dollar. and 
further offering to put in anything up 
to $100,000.00 if the portable men 
would string along. That fund is 
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working not only for the manufac- 
turers of the portables and the bulbs, 
it is working for the dealers. It is sell- 
ing eye sight conservation. 

At about the end of the first year 
of Better Light-Better Sight, Merrill 
Skinner said to his committee, “This 
thing is getting a bit thick. We gotta 
getta man in here to relieve us of 
some of the mental anguish and put 
more steam behind this movement.” 
They chose Glen Trumbull, ex-new 
business manager for an important 
utility syndicate, a chap of the wheel 
horse strain who carries a lollypop in 
one hand and a black-jack in the 
other. You can take your choice. 

They also rechristened the move- 
ment The National Better Light- 
Better Sight Bureau and they made a 








sincere if disappointing effort to enlist 
the co-operation of the paint industry 
on an effective basis as they had the 
optical trade and profession. The logic 
of paint as a factor in sight conserva- 
tion is obvious. Seeing consists in eyes, 
light and the dissemination of light. A 
man with good eyes and plenty of 
raw light would go crazy in a black- 
painted room or one walled with mir- 
rors, for walls are part of the seeing 
equipment. We haven’t yet found a 
practical basis for working with the 
paint fellows but we will. And when 
we do, seeing and sight conservation 
will be reduced to (1) eyes, corrected 
if necessary by proper optical appli 
ances, (2) sight-saving lighting mer 
chandise for local and general illum- 
(Please turn to page 68) 


The |. E. S. Study and Reading Lamp has played a big part in dram- 

atizing better seeing. Over half a million have been sold. Here lamps 

are awaiting test at the Electrical Testing Laboratories at New York 

City where they will have to meet engineering requirements for 
certification. 
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Black Widow Sells 
Lamps and Wiring 


There are few districts in the 
United States w here the black widow 
spider has not at some time made 


front page news. The Cox Electric 
Company of Red Bluff, California 
shows with a simple window how this 
publicity can be used to sell lamps 
and wiring jobs. The display costs 
nothing but a little trouble to install, 
it attracted more than usual interest 
and it resulted in a definite increase 
n the sale of lamps. Some wiring 


jobs 


Action in Better 
Light Display 

Originally gotten together on short 
notice to meet the needs of a recent 
San Francisco newspaper appliance ex- 
hibit, a portable, three-window dis- 
play of better lighting proved such an 
effective advertisement for the Pacific 
Gas & Electric Company, that a sim- 
lar arrangement has been made into 
a lighting show for district offices and 
cooperating dealer stores. The display 
as assembled by Frank Bevans, dis- 
play manager of the P. G. & E., con- 
sists of a “soffit” lighting niche, next 
1 “fitting room” for noting the effect 
ot different levels of lighting in a 
room; third, a G.E. Sight-Light dem- 
onstration; and last, the G.E. sight- 
meter action display. A yardstick is 
ised by attendants at the booth in 
place of a pointer, suggesting meas- 
irement. 


too. 


Lighting Research 

Research on “illumination as an aid 
to reading readiness” is now being 
onducted by Claremont College, near 
Pomona, Calif., as well as in Colum- 
bia University and the University of 
Chicago. A series of conferences and 
study groups on this subject will be 
held and the findings will be pub- 
lished nationally. 


Portiand Department Store 
“Shows Them" 

Among the “Show Me” demonstra- 
tions recently featured by the appli- 
*nce department of Olds, Wortman 
& King, Portland, Ore. department 
store, were a laundry demonstration, 
vhere were obtained for 


prospects 
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later follow-up, and a better light 
booth, operated in cooperation with 
the Northwestern Electric Company. 
Here customers learned how to judge 
the proper lighting for reading and 
had explained to them the operation 
of the sight meter. Personal survey 
of the lighting needs of their home 
was offered. 


Department Store Holds 
Electrical Exposition 

Some one has described the elec- 
trical department of Meier & Frank, 
department store of Portland, Ore. 
as a “three ring circus, with something 
always going on.” The most recent 
event to be recorded was an electrical 
exposition, held in the company au- 
ditorium. All booths were of stand- 
ard design, with modernistic trim- 
mings in silver black and scarlet. Soap 
for laundry purposes and electric 
washing machines were effectively dis- 
played in one booth, while food prod- 
ucts manufacturers and electric equip- 
ment distributors combined in other 








SELLING LIGHT 





on the West Coast 


By Clotilde Grunsky 


exhibits. A sight meter demonstration 
was contributed by the power com- 
pany. 


Lighting School for 
San Jose Contractors 

Electrical contractors and dealers 
of San Jose, Calif., this summer or- 
ganized a class in modern illumina- 
tion, designed to educate all members 
of the electrical industry of that com- 
munity in modern practices in the in- 
dustrial and commercial lighting field. 





The program covered such topics as 
present available equipment, simplified 
layout manuals, the solution of spe- 
cific industrial lighting problems in 
industries typical of that district, of- 
fice and store lighting problems, out- 
door and recreational lighting, and 
hotel, lodge and theatre illumination. 

last session was held in the test- 
ing laboratories of Stanford Univer- 
sity. 

It was originally hoped that at least 
fifteen electrical contractors would 
take the course, but the final enroll- 
ment was 50, at least 35 of whom 
were from contractor-dealer establish- 
ments. 


Stimulating Lighting 
Appointments 


After the first natural interest on 
the part of consumers to the offer of a 
survey of lighting free of charge, ap- 
pointments become more difficult to 
obtain. To stimulate a lagging inter- 
est and to obtain entry to the home, 
even in cases where the housewife is 
prejudiced against all doorbell ringers. 
Jack Hammond of the San Joaquin 
Light and Power Corp. has added 
fifty sight meters to the department's 
equipment, which it is willing to lend 
to customers for one night. The pro- 
cedure consists of a letter addressed 
to customers asking for a personal 
appointment to be made by telephone 
when the company office calls them 
at a stipulated hour. If possible, ap- 
pointment is made for a call by one 
of the department's girls, but if the 
customer “does not wish to be bother- 
ed”, offer is made of the sight meter 
to be left for the customer to try 
it for herself for one night. At the 

(Please turn to page 66) 
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Optical, paint manufacturers, portable 
lamp manufacturers and department 
stores now actively behind program. 


From its modest beginnings in the fall of 1932, 
the Better Light-Better Sight movement has 
probably grown more rapidly than any similar 
cooperative program in history. Starting as an 
activity within the electrical industry, it was 
not long before this program enlisted the 
active support of many outside groups. The 
paint and optical industries early recognized 
the ous potential of the movement. 
Safety organizations, welfare groups, eyesight 
specialists, public 
health officials and 
educators saw in 
this movement a 
genuine contribu- 
tion to human 
welfare. 


Prescribing Technique. 
It is now being distribu- 
ted to the Optical Pro- 
Session. 





So great has been the interest of the optical 
profession and the optical manufacturers that a 
complete technique for prescribing light along 
with lenses has been developed and is being 
actively promoted through the Better Vision 
Institute . . . the central organization of the 
optical industry and profession. At this writ- 











zine, you are very apt to find a ee ee 











BETTER LIGHT -BETTER SIGHT 
MILESTONES 


1932-33 Movement started as a seasonal 
activity in electrical industry. Program 
confined to this industry. 


1933-34 Outside groups interested. 
National Better Light - Better Sight 
Bureau formed. Magazines and news- 
papers give wide publicity. Local cam- 
paigns increase in number and scope. 


— Movement gains tremendous 
tus. Local Sight Saving Councils 
Better Light-Better Sight Bureaus 

deouteedl in many cities. Paint manufac- 

turers cooperate actively. Better Vision 

Institute announces Light 

Technique. I.E.S. Better Sight Lamps 

their first season reach half milion 

mark in sales. 


1935-36 will outstrip all previous years. 











ing many eyesight specialists are actually 
prescribing light for their patients! 
In June of 1934 the first hand-made models of 
1.E.S. Better Sight Lamps were exhibited ai 
the Edison Electric Institute convention in 
Atlantic City. Wp to this writing more than a 
half million I.E.S. lamps have been sold. A 
million lamps is a most conservative estimate 
of sales in the coming season. When you con- 
sider that they lacked conventjonal style 
— this record is astounding. It can only 
by the fact that the American 
oe bi i is becoming conscious of the need for 
Petter light. 


Only a few portable lamp manufacturers 
showed models at that convention in June of 
last year. Today 40 I.E.S. Better Sight Lamp 
Makers are uniting in a nation-wide magazine 
advertising campaign. One of these advertise- 
ments appears at the left. And the MAZDA 
lamp manufacturers are also devoting a large 
amount of 
national mag- 
azine space to 
I. E.S. Better 
Sight Lamps. 





Cried acing fr eel nvth these 
NEW HES BETTER SIGHT LAMPS 


Here is one of the full 
ad 





ps 
MAZDA Lamp 
Manufacturers. 
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GENERAL ELECTRIC IS READY 


with cooperative promotional plans and materials 











National magazines will carry the 
story of Better Light-Better Sight 
in dominating space. Through such 
advertising as this people are becom- 
ing more and more familiar with 
facts about light and seeing. 


Commerce and industry are not neg- 
lected in this national advertising 
program. The story of the applica- 
tion of better seeing conditions in 
the business office, factory, and store 
is told repeatedly and forcefully. 


General Electric is telling the story 
of Better Light to parents, teachers, 
and pupils. This is a new part in the 
Science of Seeing program. It is being 
announced at the opening of the 
fall school terms. 





This year General Electric is propos- 
2 national Better Light-Better 
Sight radio program as a oe 
idea among public utilities. This pro- 
gram would unite the country in one 
common educational effort. 












Here are General Electric maferials and plans for you 


Never before has General Electric offered such a 
wide variety of promotional material and plans, 
including newspaper advertisements, literature, 


window displays, complete lecture material, 
demonstration material, and complete courses for 
the home lighting advisor and supervisor. 





STYLIZED 
LIGHTING 






There is a complete assortment of newspaper adver- 
tisements available in mat form covering the Science 
of Seeing, 1.E.S. Better Sight Lamps, as well as 
MAZDA lamps. This service is available to those 
who use this effective means of getting across the 
Seeing story to the customers 


There is a wealth of new literature including “Light for 
Seeing Safely.” and “Stylized Lighting for your Home.” 
The first is a novel presentation of the Science of Seeing— 
the second a practical and intensely interesting booklet on 
the new trends in home lighting. And of course there are 
many other helpful and informative booklets and folders. 


The tremendous success of General Electric’s first 
Lighting Tape Measure (almost 3,000,000 used 
last season) has resulted in a new improved tape 
measure now ready for distribution. This tape mea- 
sure incorporates practical suggestions made by users 
and includes reference to I.E.S. Better Sight Lamps, 











GENERAL ELECTRIC WINDOW DISPLAYS BETTER THAN EVER 


Timed for the September opening of lighting needed for various visual tasks. 
school the 34-inch by 52-inch cut-out Changing lighting effects, silvery signa- 
shown at the left will be most effective. ture, rainbow colors, and ultra modern 
At the right is a new de luxe window dis- treatment make this one of the most 
play combining motion, light, color, and effective displays General Electric has 
human interest. It is built to sell lamps ever offered. It is 5 feet high and 9 feet 
and lighting. To appreciate this novel wide and is a permanent all-year-round 
display you must really see it in action. display for the retailer, department or 
The dial of a giant sight meter shows the furniture store, or lighting company. 
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A PROGRAM 
FOR DEPARTMENT STORES 

















With the advent of I.ES. 
Better Sight Lamps the de- 
partment store has become an 
increasingly important factor 
in the Better Light-Better 
Sight program. This year 
General Electric offers a com- 
plete portfolio for the depart- 
ment or furniture store, which 
includes definite plans for a 
profitable exploitation of Bet- 
ter Light-Better Sight Lamps. 
Ample literature has been pro- 
vided both for consumer edu- 
cation and for the education 
of store employees. Any store 
which has a portable lamp department will be interest- 
ed in obtaining details of this program. 

















LECTURES .. MOVIES.. 
SLIDE FILMS 





A new two-reel talking motion picture entitled “Light 
for Seeing”’ tells the complete story of the Science of 
Seeing simply and dramatically. Ideal for employee 
training and presentation to all classes of people. 
In addition there is a new slide film on light for seeing 
in the home—fine for women’s groups. Better Light- 
Better Sight lectures covering home, office, store, 
schools and industrial plants are also available. 


A COMPLETE COMMERCIAL 
AND INDUSTRIAL PROGRAM 


Continuing its cooperative sales promotional plan on 
commercial and industrial lighting, General Electric 
offers several new series of mailings covering these 
fields. The illustration (below) is that of a special 
mailing on luminous 
store fronts and is de- 
signed to arouse inter- 
est in renovizing and 
modernizing. In addi- 
tion there are slide 
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General Electric’s promo- 

tional plans this fall will be 

found many helpful selling suggestions for the lamp 
agent, the utility, the department store. The booklet 
shown here, “‘Selling on Sight,” is of particular interest 
to the merchant who wishes to conduct a successful 
MAZDA lamp campaign. 


NEW 
DEMONSTRATION EQUIPMENT 


Never before has General Electric offered such a wide 
variety of useful demonstration equipment in the field 
of lighting. This equipment includes portable stages, 
sight light demonstrators, 
complete demonstration kits 
for home lighting and com- 
mercial lighting advisers, 
table and floor lamp testers, 
etc. The visibility meter 
shown at the right is a new 
instrument for appraising 





(4 
the relative visibility of var- (= y (=) 
ious objects and tasks and — = 
for specifying practical levels 
ofillumination forsuch tasks. 
It shows the scales of recom- 


mended footcandles and 
relative visibility in detail. 

















HOW TO PUT THIS PROGRAM 
TO WORK FOR YOU 


The Better Light - Better Sight program 
together with the comprehensive plans 
and materials made available by General 
Electric, can be highly profitable to every 
utility and every retailer concerned in 
the sale of lighting equipment. Your first 
step toward profitable cooperation is to 
get in touch with the General Electric 
lamp division which serves you. Secure 
the necessary plans and material for your 
own operation and lay out your own 
promotional program. The sooner you 
do this the more profitable for you will 
be this fourth season of the Better Light- 
Better Sight movement. General Electric 
Company, Nela Park, Cleveland, Ohio. 














THE NEW G. E.-LA SALLE HOME LIGHTING 
SALES TRAINING PROGRAM 


Thies year General Electric offers ] 





hology for the home lighting adviser. 


courses in home lighting, not only for the 
home lighting adviser but for the super- 





applied to home lighting, and are expertly 
written by a group with years of experience 
im preparing courses for home study. 
The Supervisor's Training Course gives in 
full detail the methods which prove suc- 
fulin izing and operating a home 
lighting depertment. It gives the super- 
‘ Visor in clear, clean-cut concise form the 
knowledge which has required many years 
to accumulate. 
The Advisers’ Training Course includes a 
thorough training in the fund als of 
the Science of Seeing technique, as well as 
an excellent groundwork in selling psy- 
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The Retail Training Course ia of spécial 
interest to the sales personnel in the port- 
able lamp department of a furniture or 
department store, or anyone who is en- 
gaged in the eclling of Better Sight Lamps. 
It presents a sound background of facts 
about the Science of Seeing as applied to 
portable lamps and enables the clerk or 
department manager to arrange and dis- 
play his stocks in the most effective 
manner, and to present the Better Sight 
Lamp story to the customer forcefully 
and intelligently, 

Each of the three training programs in- 
clude group leaders manuals with full in- 
structions for conducting study and prac- 
tice meetings on each step of the course, 
as well as personalized instruction and 
assistance from the LaSalle sales special- 
ists. The cost of these courses is moderate. 
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William F. Little, “Father of the 1.E.S 


Lamp", answers questions 





jokes with Norman D. Macdonald, ETL 
executive, about a piece of defective cord . . 





and says we've reached o 


new high efficiency in portable lamps 


L E.S... the Lamp with the 


S the market tor portable and 

floor lamps has been primarily 
i a-price market, it was foreseen 
that manufacturers might conform as 
closely as possible to the outward de- 
sign specifications of the I.E.S. lamp 
but would attempt to save money on 
details of construction. It was neces- 
sary to set up a test procedure under 
which the quality of the lamps could 
be checked; therefore manufacturers 
now submit lamps for test and certif 
ication to the Electrical Testing Lab- 
oratories in New York City, before 
being granted the laboratories’ cer- 
tificate that the lamp meets all the 
requirements. 

This label is the protection both for 
the electrical industry and the public 
generally. It has already registered as 
one of the most potent selling tools 
the merchant has in the lighting field. 
But as there are lamps being produced 
today that resemble, outwardly, the 
1.E.S. lamp and which do not con- 
form to the exacting safety, mechani- 
cal, electrical and illumination stand- 
ards of the certified lamps, it is of 
the utmost importance to dealers and 
lamp merchants that they demand 
labeled lamps and have some clear 
understanding of the importance of 
the label. 

Question: Mr. Little, as I understand 
it, there are about 55 points on which 
these I.E.S. lamps may be turned 
down for certification by the Elec- 
trical Testing Laboratories—55 points, 
any of which may be incorporated in 
a lamp not bearing the certificate of 
Electrical Testing Laboratories. Is 
that right? 

Answer: That’s right. 

Question: These are important points, 
I presume. 

Answer: Certainly. The public has a 
right to look to the light industry for 
guidance in their purchases. The spe- 
cifications of the I.E.S. plus tests se- 
cure a lamp product which represents 
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modern manufacturing. It is efficient 
in light control, convenient in opera- 
tion and made from materials which 
are durable and safe. 

Question: Haven't a lot of conven- 
tional portable lamps been unsatisfac- 
tory from the standpoint of the tests 
you have made on I.E.S. lamps? 
Answer: Well, it is perfectly safe to 
say that no portable lamp has ever 
been required to pass so rigid a set 
of specifications which, apart from 
the light distributed by the lamp, 
cover safety and constriction. require- 
ments. 

Question: Why were the standards 
set so high? 

Answer: The standards were not ar- 
bitrarily set high. The fact is that 
not much scientific study had been 
given to portable lamp lighting. You 
must remember that the original idea 
of the I.E.S. was merely to design 
a lamp that would be good from the 
standpoint of supplying adequate and 
proper light without glare. That 
meant that the lamp had to be high 
enough ‘to give a wide distribution 
of downward light and that it must 
be provided with a reflector which 
would project light to the ceiling to 
be reflected downward for indirect 
lighting. 

Once the I.E.S. Committee had con- 
quered the problem of conservation 
of eyesight, it was a natural step to 
insure that the lamp would give good 
service over a period of time and that 
its construction provided a minimum 
of personal and fire hazard. 
Question: How did the committee 
go about this? 

Answer: By the simple expedient of 
drawing up a set of specifications cov- 
ering the effectiveness, safety and con- 
struction of the lamp. 

Question: What do you mean by ef- 
fectiveness ? 

Answer: High efficiency, primarily. 
The lamp was designed to have a 


light output of at least 75 per cent. 
The average portable lamp has a light 
output of between 45 and 50 per cent. 
In addition, the I.E.S. lamp must 
have a light output of at least 40 per 
cent above the horizontal for general 
illumination purposes. Another ele- 
ment of effectiveness is freedom from 
glare. This is accomplished by the 
use of glass reflectors of low bright- 
ness designed not to exceed three 
candles per square inch. Still another 
element of effectiveness is the illumin- 
ation of the working surface. At no 
point in the area below the lamp with- 
in 2 feet of the base, should the illu- 
mination be less than ten foot candles. 
Within 1 foot of the base illumination 
must be 30 foot candles. We call it 
“keeping out of the red” on the sight- 
meter. 

Question: All these elements of effec- 
tiveness must be present in the cer- 
tified lamp that carries the label? 
Answer: They have to be. Without 
them the label isn’t granted. 
Question: What about these safety 
requirements? Aren’t most lamps safe ? 
Answer: The attempt has been made 
in the specifications to provide lamps 
which afte safe without increasing the 
expense unduly. Lamps must have 
high resistance to ground, be equip- 
ped with durable wire, well made 
switches and sockets so that the haz- 
ard of even slight shock may be 
avoided. 

Question: The certified 1.E.S. lamp 
guards against these hazards? 
Answer: Yes. After testing hundreds 
of lamps we know those points at 
which leakage most commonly occurs. 
Those points are all incorporated in 
the specifications for the lamps but 
many manufacturers in the beginning 
had lamps turned down because, while 
the materials used in construction may 
not have been defective or shoddy, 
carelessness in assembly caused leak- 
age. Of the first 50 lamps submitted 





for test, for instance, not five met 
the leakage requirements. 

Question: What are the commonest 
causes of leakage ? 

Answer: Well, that depends. lt might 
be the cord; it might be in the switch 
or socket assembly, but it probably 
is at the splice or in the wire from the 
switch to the socket. In the three 

candle floor. lamps, many manufac- 
turers crushed nine wires into a splic 

ing chamber far too small. All those 
things promote leakage. 

Question: Can you give me some ex 

amples from the defective lamps you 
have tested as to how leakage occurs 
in a switch or a socket, for example? 
Answer: Well, in some ordinary 
brass-shell sockets, we found that inter- 
lines were made of wrapping paper 
without waterproof impregnation, also 
a sealing compound was used in some 
cases which absorbed moisture. The 
leakage here was so high that a shock 
at the socket could easily result. That 
defect was overcome by requiring that 
socket interliners be impregnated with 
a waterproofing compound. In switch 
assemblies there were two common 
causes of leakage: (1) the use of 
ordinary non-waterproof fibre. We 
overcame this by requiring a water- 
proof. non-porous fibre; (2) insula- 
tion on wires had been pulled out of 
the switch sufficiently to expose bare 
conductors. A workman would grasp 
the switch to cut the wires to the 
proper length. The pull he exterted 
on the switch loosened the wires at 
the terminal and caused enough bare 
surface to be exposed to permit leak- 


age. 

Question: What about the cord? 
Answer: Our specifications call for 
glazed or mercerized cotton or all- 
rubber cord. These cords have a life 
at least twelve times as long as rayon- 
covered cord. In addition, the cord 
must have a minimum conductor size 
of 18 Awg., and the copper strands 
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Label 


it the conductors must be not larger 
than No. 34 Awg. One of the effects 
it the cord requirements is that a 
umber of manufacturers have pro- 
juced a superior cord which cost much 
ess than former types to make. 
Question: You mentioned something 
ibout the atachment cap. 

inswer: Yes. All that we require is 
that it conform to standard NEMA 
neasurements, that it be made of 
sott-rubber or some compound not 
easily broken and that it be provided 
vith a finger grip to assist in removal. 
lt must be attached to the cord in 
workmanlike fashion, of course, with 
the stranded conductors soldered at 
tips to prevent stray strands from 
ausing short circuit. The cap should 
be capable of sustaining a weight of 
) Ib. without loosening or breaking 
the electrical connections. 

Question: Well, you seem to have 
thought of everything as far as safety 
s concerned. It’s too bad that or- 
inary portable lamps are not sub- 
ected to inspection and approval in 
the same manner that I.E.S. lamps 
ire put to the test. Are there any 
ther important points in connection 
with the construction features of the 
L.E.S. lamp that would be worth 
mentioning ? 

Answer: Well, of course, we haven't 
begun to go into some of the mechani- 
al and structural details of the fin- 
shed lamp that merits the label. But 
is | understand it, you just wanted 
ro hit the high spots. 

Question: That's right. We wanted 
to make it sufficiently clear why lamp 
merchants should regard the I1.E.S. 
label as one of the most valuable 
teatures they are selling. And a better 
inderstanding of the rigid tests that 
lamps must conform to, to merit the 
label will help the dealer in getting 
the adequate lighting story over to the 
public. 

Answer: Exactly. Now as to these 
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The light ovtpet in each type of lamp least The giess reflectors produce a well-diffused light 
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cent of the light Is absorbed by the shade, reflec- per square inch. 
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At least 40 per cent of the total light is thrown The reflection factors of the inser surfaces of the 
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Over half a million |. E. S. certified lamps have been 
sold to date. In the accompanying question and answer 
examination, the dozen most important points concerning 
the electrical, mechanical and illumination requirements 
of the certified lamp are brought out. With 55 points on 
which manufacturers may go astray, in producing lamps, 
this information will give the reader some of the reasons 


why it is important to insist on selling only certified lamps. 
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For generations “ Paris Openings” 
have set the fashion world agog 
with “Exclusive Model” offerings 
... those newest creations our wives 
would give their eye teeth for. But 
what have exclusive models to do 
with selling small appliances? 

Proctor’s “Fall Opening” offers a 
unique kind of sales plan for your 
exclusive use. Designed, first, to 
appeal to the customers you serve 
and then patterned tu fit the require- 
ments of your store, this plan be- 
comes your “Exclusive Model”. Not 
just a readymade program which, 
with alterations, will help you sell, 
but a custom-made kind with just 
the right length here and correct 
fullness there that will do your sell- 
ing for you. 

And the Proctor line of small ap- 
pliances provides the “perfect foun- 
dation” for just such aplan. Already 
excelling in beauty and dependa- 


PROCTOR 


DESIGNED FOR 


Ave 


VA 


AO 


Taking a tip from 


the French couturter... 


PROCTOR orrers a SALES PLAN 


SPECIALLY 


YOU 


bility. it is the sparkling individu- 
ality of Proctor’s unusual and ad- 
vanced features of design and op- 
eration that readily distinguishes it 
from other small appliance lines. 
It-is these tangible “ plusses"’ thai 
keep Proctor in the quality class, 
assuring you a greater dollar vol- 
ume in small appliance sales than 
any other standard line. 


Feature each item of the Proctor 
line and let an “Exclusive Model” 
Sales Plan, designed by Proctor to 
fit your store, concentrate on sell- 
ing your best prospects. Write us 
today, briefly describing your re- 
quirements for fall and indicate 
the class of trade you serve. If your 
jobber can’t supply the full Proctor 
line send his name and address at 
the same time. Proctor & Schwartz 
Electric Company, 7th & Tabor 
Road, Philadelphia, Pennsylvania. 





AcU. T.O.M. A:.T.1.¢ 
IRONS - TOASTERS - WAFFLERS 
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other points in construction you speak 
of. Perhaps it would be simpler ii | 
told you what our specifications 1 
quire in order to insure safety ain 
durability. In the first place all wiriny 
connections must be made in accor: 
ance with the best practice. Smooth 
wireways must be provided—jagge 
edges of metal smoothed down so 
there is no danger of fraying the cord 
All joints not terminating unde; 
screws must be soldered and covered 
with both rubber and friction tapes 
The switch must be on the prope: 
side of the circuit and must be capable 
of opening and closing 12,000 times 
without failure. The sockets, as | 
mentioned before, must be well insu 
lated and firmly fixed to the lamp so 
that they will not loosen when bulbs 
are screwed in and out. The attached 
cord must carry the underwriter's 
label at every five feet and must be 
at least seven feet in length from the 
base of the lamp. The cotton or rub 
ber covering of the cord has already 
been touched upon. Finally, the lamp 
must pass a test for stability. In other 
words, it must not tip over if tipped 
10 degrees from the vertical in any 
direction in the case of the table type 
and seven degrees in the case of the 
floor model. 
Question: By the way, Mr. Little, 
you haven’t said much about the shades 
or the reflectors. Are those of pretty 
uniform quality ? 
Answer: By no means, although the 
glassware manufacturers have coop 
erated with us in every way in provid 
ing the right kind of reflectors to meet 
the specifications. The reflectors have 
to be the right density. That means 
that the brightness of any square inch 
of the reflector when viewed in a di 
rection +5 degrees below the hori 
zontal, should not exceed 3 candles 
per square inch when the unit is 
equipped with incandescent lamp op 
erating at its rated output. Some re 
flectors are too dense, others not dense 
enough. 
Question: And the shade? 
Answer: The main thing about the 
shade is that it should be made of du 
able materials and that it should have 
a white high-reflecting inner surface. 
The reflection factor of the inner sur- 
face should not be less than 0.75. 
Some shade manufacturers have at 
tempted to use other materials such 
as silk on the inner surface of the 
shade. That is all right if the reflection 
factor is not too low. But we have 
tested shades that decreased unduly 
the light output of the lamp. A prop 
erly designed shade will increase th 
light on the table top about 50 per 
cent over the light from the bare re 
flector. 
Question: To sum up, therefore, Mr. 
Little, what would you say have been 
the net results to the industry of the 
1.E.S. Lamp Program? 
Answer: Well, in the first place, good 
lighting engineering practice has been 
incorporated in portable lamps for the 
first time. Secondly, ‘the efficiency of 
the average portable lamp has been at 
least doubled. Thirdly, safety stan 
dards have been raised by decreasing 
leakage and improving insulation re 
sistance. Fouftthly, socket and switch 
constructions have been materially im- 
proved; higher standards for mechan 
ical construction, assembly and elec- 
trical construction have been set and, 
fifthly, a new standard for durable, 
high quality flexible cord has emerged. 
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The KITCHEN.... 


the Best Looking Room in the House 
By Kathleen Robertson’ 


Issociate Editor, McCalls Magazine 


UR observation is that the 
kitchens of America are, large- 
ly speaking, the best looking 
rooms in its houses. This is probably 
because the kitchen, being still the 
heart of the home workshop, is equip- 
ped primarily for work, with good 
looks taking secondary and usually an 
ncidental place. But the working units 
range, refrigerator, sink, cupboards, 
ire more or less standardized in ap- 
pearance and have at least a function- 
il beauty of their own, so that no 
issortment can go far wrong. Which 
annot be said for casual Grand Rap- 
ids furniture assortments. In the poor- 
est homes, in the foreign section of 
jersey City and Buffalo, in mining 
towns in Pennsylvania, in the negro 
quarters of Atlanta, and on Minnesota 
tarms, there is equipment of a quality 
ind quantity seemingly out of all pro- 
portion to the rest of the set-up. 

[ feel a story coming on. This one 
was told to me down in Georgia, 
so I cannot vouch for it from my 
own experience. You no doubt know 
that the mountaineers are still sus- 
picious of “furriners’’—so when there 
is a call for a home service girl to go 
to those secluded districts, the line 
man, who is always a native, goes out 
one day and says—“I am bringing a 
triend of mine out here tomorrow, 
and I want you‘to be nice to her.” 
The next day he brings out the home 
service girl, and says—“‘This is the 
triend | spoke of, and 1 want you to 
treat her right.” So, all is serene. On 
this occasion the home service girl 
rode with the line man as far as she 
ould, and then got on a mule to 
finish her trek. When she got to the 
appointed place, she was slightly sur- 
prised, used though she is to incon- 
gruous settings, to find a house con- 
sisting only of two walls and a roof. 
She said to the owner—“I was told 
that you had an electric stove here 


* From an address before conference of 
Home Economists, Chicago. 


that doesn’t work, but I don’t see it,” 
and he said—(but I shall not attempt 
the dialect)—“Yes Mam, right here, 
and from a huge mountain of sacking 
he uncovered a large, latest model 
table top range, and from an even 
greater mountain beside it, he un- 
covered a large electric refrigerator. 
The home service girl said—‘“What 
seems to be the trouble?” He said— 
“Well, evvy time the old ‘oman turns 
the switch, she lands out in the bush- 
es.” Miss Blank said — “Oh, come 
come, that can’t be so.” She then 
turned the switch and she landed out 
in the bushes. She picked. herself up 
and dusted herself off, and tried to 
pretend that was the way electric 
stoves acted if they didn’t like one. 
She looked around then more care- 
fully and realized that there was no 
floor, that both range and refrigerator 
rested on an uneven wet clay. So, she 
asked the customer when he thought 
he would get the other two walls of 
his house and the floor in.- He said,— 
“Well, at the next haulin’ we should 
get the walls in, and at the next haul- 
in’ we might put the floors in. I gath- 
ered that haulin’ means the tobacco 
crop. Faced with such serene indiffer- 
ence to time and tide, Miss Blank 
displayed an inventiveness that is char- 
acteristic of home serivce girls. She 
sent the children down to the creek 
to get some flat stone, and before she 
left, the old ‘oman was safely preserv- 
ed from further unceromonious dispos- 
als among the bushes. When this story 
was told to me, I asked Miss Blank 
how on earth people of that type got 
credit for equipment so relatively ex- 
pensive. She said, “Credit, they have 
no credit—they paid spot cash.” 

Apparently as soon as there is a 
little spare cash floating around, the 
American woman thinks not in terms 
of a new overstuffed “suit’’ of living 
room furniture on which to rest her 
weary bones, but rather in terms of 
an electric appliance that will keep 
her bones from becoming weary. 
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WHATTA YOU WANT ME TO DO ABOUT THIS WASHIN’, MAM? 
DAT MAN OF YOURS IS MIXIN' EGG NOGS AGAINI" 
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PROCTOR TRAY SET with THERMOSTATIC TOASTER i : Ti * 
TRAY —Walnut or Sycamore . . . black trim. 2 crystal : ye 
compartment dishes. Toast trimming board. Stainless San Saas 
steel knife, black handle. ae Mae we" 
























TOASTER — Offers unique, desirable features found only Fa 
in Thermostatic toasters. Toasts two slices . . . both sides “y 
at once... Keeps toast warm in toaster until served— : 
without burning. Only type of toaster to make toast Melba. 


PRO Oy OR: S QUALITY LINE 


for YOUR FALL 
BUSINESS! 





PROCTOR THERMOSTATIC 
TOASTER (Turnover Type) 
Fully automatic. Signals when toturn 
and when to serve the toast. All- 
chrome or black and chrome. M 
% ive, all - in ott. 7 at, 


made. Can also be had with tray. 














PROCTOR ra 
GLO-CONE WAFFLER ~ 
The outstanding value in | 
automatic waffle irons. || 
Bakes to any desired shade. — ae 
Signals when to pour the 
batter and when to serve — | | 






PROCTOR SNAP- STAND 
SPEED IRON 


Unique features make Proctor 
60% faster than non-aufomatics. 
Thumb-operated Snap -stand 
saves motions. 1000 watt heat 
unit does work fgster. Heat con- 
trol adjustable by name of fabric. | 
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Paul H. Whomsetter, manager 
of the Good Housekeeping Shop 
at Kalamazoo, Mich., was an- 
other dealer who posed 


Electrical Men 


...and One Woman 


Snapshots from the field 





Western Auto Needs, Altus, Ok 
la., have just opened a store im 
Pampas, Texas to handle Mead 
ows washers. Left to right: G.G 
Adams. mer.; W. H. Graham 
Pass Murray and R. F. Junda 


James Kerns, supervisor of wash 
ers, troners and ranges at Hut: 
ler Bros., Baltimore departmen: 
Store,contemplates some change 
in floor display plans. They ar: 
way ahead of last year, he says 





show a variety of activities 








Wiss Marearet S. Larsen of : q : Eli A. Thornhill, Star washer and 
the Monarch Test Kitchen troner salesman of the Gas & Electrs: 
of the Malleable lron Rance A ppliance Co., Cincinnati, turns a hand 
Co., Beaver Dam, Wis., has Spring every birthday. Here's an action 
completed menus & meth- 


picture of him on his 78th birthday 
ods that bring electric cook 
ery costs down to one-half 
a cent per person per meal 


R. J. Tolles has been selling 
Wayne oil hurners for ten 
years in Eau Claire, Wis., but 
he still finds time to do a lit- 
tle fishing as this shot shows 


(GF 
2<S 


Carl Mensenbere,sales- A veteran electric range 


man for the McCon 
nell Easy Washer Com- 
pany at Scranton, Pa., 
has joined bowling im- 
mortality by rolling a 
OO game. Only three 
men have done it 


dealer, O. O. Alendorfer of 
the People's Electric Com- 
pany at Medford, O., poses 
for his picture. He's been 
selling ranges so long now 
that replacements have be- 
come a commonplace. 


Geo. W. Ruiter opened a new store in Lugene, O 
a while back and 2,500 townspeople helped celebrate 
the event. Ruiter is a star GE man in the northwesi 


Ed Smith, veteran Kel- 
vinator distributor of 
Albany, N. Y., won't 
allow his men to sell 
on any but the meter 
basis, claiming it the 
most scientific sales 
weapon for refrigerator 
selling in operation 


Latest brainchild of A. J. Brock, long time electrical 
dealer of Clayton, Mo., and St. Lonis, is a porcelain 
enameled tombstone. Instead of weighing several hun- 
dred pounds and costing hundreds of. dollars dealer 
Brock is prepared to furnish neat article easily carried 
about and priced trom $50 to $75. 
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N cities all over the country several hun 
| dred G-E ‘“‘New American” Demonstra- 
tion Homes are being built by local realtors 
or builders. They will be on exhibition as 
model electric homes during October 

Each of these homes has a complete elec- 
tric kitchen, with range, dishwasher and 
refrigerator. Each has an electric laundry. 
Each has automatic heat, electrically con- 
trolled. Each has complete air conditioning. 
Each is scientifically lighted, equipped with 


electric clocks and radios where needed, 


INC 


RE PLANNED BY GENER 


“NEW AMERICAN” HOMES HERE 


and has a host of other conveniences such 
as vacuum cleaner, toaster, waffle iron, per- 
colator, food mixer, etc. In fact, the heart 
and soul of the ““New American” home is 
its electrical equipment 

Tens of thousands of families will visit 
these demonstration homes. Hundreds of 
thousands more will read about them— in 
national and local advertising, in newspaper 
stories, in the editorial pages of home and 
women’s magazines 


What does all this mean? It means that 





millions of men and women become just a 
little dissatisfied . . . start doing something 
about the electrical equipment in their 
present homes. It means, specifically, that 
the kilowatt hour consumption of the 
average American home is multiplied many 
times over 

As a member of the electrical industry 
we suggest that vou watch for news of G-E’s 
1936 plan for promoting the ““New Ameri 
can” home idea. It is even more far-reach- 


ing than the 1935 plan 
























Right) John McGregor of Memphis sits 
down to lunch with vice president Frank 
Hiter and sales monager John Ditzell 
of Stewart-Warner during their recent 
convention while (below) Rolph J. Low- 
rence, Pacific coast representative chots 
with M. W. Thompson, assistont to S-W's 
Fred Cross. 


When the Georgio Power Company 
decided to equip all its showrooms with 
air conditioning, Kelvinator officiols H 
W. Burritt, right, and J. A. Harlan per 
sonally closed the door of the freight 
car containing the largest single ship 
ment of self-contained units to leave 
the factory 






When the Oregon state copitol burned down recently, most of the tax records 
were water sooked. C. R. Smith, merchandise manager of the Portiond Gen- 
eral Electric Company, thought of running them through two Thor lroners. 


it worked. 
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The first cooking school for roasters was a Commonwealth Edison Company 
nnovation this month. Left to right ore Miss Kothryn Jameson and Miss Catherine 
Spengler of the company's home service staff. 





































































Interested ond intense foces seen at the Grunow convention in Chicogo 
recently. Our western editor says that the fellows visible include Fred Weibe, 
Cap” Brown and Jim Summer of St. Lovis; Otto Bowman of Grunow; George 


























Schumacher of Lovisville and Jock Dalton of Larchmont, N.Y. H. C. Bonfig is 
the speaker. 
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The dollar-pulling appeal of FH- 
A’s Home Modernization Cam- 
paign for department stores and other 
retail outlets was greatly enhanced 
this week by a new ruling to the effect 
that installation of several heavy-sell- 
ing types of household equipment does- 
n't have to be permanent. The gist 
of FHA’s new policy in its moderni- 
zation credit drive is—sell and plug in. 
This covers all types of refrigerators, 
gas and electric ranges, coal ranges, 
electric washing machines, ironers, 
unit air conditioning. 

Much of this equipment, particular- 
ly refrigerators, has been selling in 
large volume on FHA’s credit terms, 
with proper attention to the detail 
of permanent attachment. The list 
cannot be stretched to cover small 
gadgets such as mixers, fans, toasters, 
irons, and egg beaters but an amazing 
variety of other household equipment 
is being sold on FHA’s time payment 
insured credit plan under which the 
local bank advances the money and 
makes the collections. 

The eligible list includes awnings, 
screens (including the porch) ; show- 
ers, toilet seats, medicine cabinets; 
kitchen cabinets, oil stoves and oil 
burners; electric sewing machines; 
rubber and linoleum flooring; radiator 
enclosures. Reports received by FHA 
indicate that in Philadelphia and Bos- 
ton particularly department stores are 
using its modernization credit plan 
very effectively. Increases in newspa- 
per advertising lineage in department 
store and other classifications covered 
by FHA'’s credit insurance exceed the 
general average — an indicator that 
FHA is stimulating sales. 


The 1935 Electrical and Radio 
Exposition, which will be held in 
Grand Central Palace, September 18 
to 28 inclusive, under the sponsorship 
of the Electrical Association of New 
York, is expected to be the most com- 
prehensive and complete display of 
the latest advances in the fields of 
domestic and industrial appliances and 
services, and radio, yet held. It is well 
described as a National Review of 
Electrical Progress, and is the largest 
exposition to be held anywhere in 
the country, enlisting the support of 


the most important electrical and ra- 
dio manufacturers and distributors. 

A feature that will be of great in- 
terest to the general public is the 
“Hall of Science”, in which will be 
shown and demonstrated the - many 
electrical and scientific achievements 
of which the average layman knows 
little, if anything, but which are in 
themselves of consuming interest. The 
advances and discoveries made in the 
electrical and scientific fields during 
late years are so many and so remark- 
able, and the opportunities to see them 
and hear about them at first hand, so 
limited, that the “Hall of Science” 
should attract tens of thousads of 
people. This feature of the Exposition 
is being offered as an entertainment, 
and will include nothing of a commer- 
cial character. 

The plan under which the country’s 
leading manufacturers and distribu- 
tors of electrical products and electri- 
cal services are exhibiting in this year’s 
Electrical and Radio Exposition is an 
assurance that the public will have 
a better opportunity than ever before 
to get a real “close up” of what the 
industry has accomplished within the 
short space of one year. 


The Cleveland Electrica! 
League is planning a special pro- 
motion on radio sets for September in 
an effort to sell 25,000 radios to the 
Cleveland homes. A school for radio 
salesmen will be held, a cooperative 
dealer advertising program arranged. 


For the first time in history ironing 
machines have made their appearance 
as fire fighting apparatus. While thou- 
sands wrung their hands when the 
Oregon state capitol burned down 
recently, two ironers that were trun- 
dled up helped greatly to smooth out 
the damage. 

Squirting water and steam made 
most of the state income tax reports 
stored in the state house a mass of 
rumpled, illegible paper. 

C. R. Smith, merchandise manager 
of the Portland General Electric 
Company at Salem, Oregon, con- 
ceived the idea of running these rec- 
ords through ironers. Two Thor ma- 
chines were put on the job and dried 
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out paper representing $50,000 worth 
of income to the state, clearing up 
the lettering so that the tax records 
were easily readable. 


Commercial Investment Trust 
(CIT) was named last month to fi- 
nance radio sets and refrigeration for 
Grunow and radio sets for 
Victor. E. S. Brinsley, vice president 
ot CIT addressed the Grunow Distrib- 
utor’s Convention at the Edgewater 
Beach Hotel in Chicago recently and 
the agreement was announced by H. 
C. Bonfig, vice president and general 
sales manager of General Household 
Utilities. 


Outstanding success marked initial 
campaigns launched this season to in- 
troduce indirect lighting floorlamps in 
Vancouver, Victoria and other British 
Columbia points. As a resuii of two 
major drives the British Columbia 
Electric Railway Company sold 
13,000 floor lamps of the indirect type 
during the past winter. 


Refrigerator dealers of San Diego, 
Calif., have organized themselves into 
an informal group holding semi-month- 
ly luncheon meetings with the purpose 
of discussing mutual problems among 
themselves and with local distributors. 
Ihe group has undertaken to curb by 
voluntary action unbusinesslike prac- 
tices, chiefly promiscuous discounting 
and trade-ins. The agreement reached 
by this body has been put in written 
torm, of which each dealer receives 
two copies, one for framing in his of- 
fice and one for filing with the sec- 
retary of the Bureau of Radio and 
Electrical Appliances of San Diego 
County. 


For thé prime purpose of co-operat- 
ing in the encouragement of house- 
building of all worthy types, the Gen- 
eral Electric Company has organ- 
ized a separate company known as 
Houses, Incorporated, it was an- 
nounced recently in a joint statement 
by Gerard Swope, president, and 
Owen D. Young, chairman of the 
board of General Electric. It will be 
the purpose of Houses, Incorporated, 


€ RECORD 


to co-operate with others in the de- 
velopment of houses of any type which 
seems worthy and promising; to con- 
duct research work; and to assist in 
the management and financing of such 
enterprises. 

Charles E. Wilson, .vice president 
of the General Electric Company, 
will be chairman of the board of the 
new enterprise; Foster Gunnison, 
who has been associated with Houses, 
Incorporated, since its inception, will 
be president; James L. Hagar and J. 
A. Olson, vice presidents. The direc- 
tors, in addition to Messrs. Wilson, 
Gunnison, and Hagar, will include 
P. D. Reed, J. W. Lewis, and Vice 
President T. K. Quinn of the Gen- 
eral Electric Company. Offices will 
be located in the General Electric 
Building, New York. 

Since it is primarily concerned with 
the interior mechanism of the house, 
the General Electric Company has not 
been, nor will Houses, Incorporated, 
be, the proponent of any particular 
type of construction enclosure, it was 
announced, whether it be pre-fabricat- 
ed, partly pre-fabricated, or the tradi- 
tional enclosure. 

As a recent example of its interest 
in this field, General Electric has en- 
couraged the construction of pre-fab- 
ricated homes, and at the same time 
has established, as a result of a nation- 
wide architectural competition, a pro- 
gram of building houses throughout 
the country of different iypes, with 
modern equipment for purposes of 
exhibition and comparison as to costs 
and service with the pre-fabricated 
house. 

“Houses, Incorporated, will not it- 
self engage in the construction or sale 
of houses,”” the statement by Messrs. 
Young and Swope declared. “It will 
undertake to help others in worthy 
projects and to carry on fundamental 
work and experiments for the particu- 
lar benefit of those interested in per- 
fecting modern houses. Only by such 
experimentation and effort in the con- 
struction of small homes can their 
quality and convenience be improved 
and their cost diminished so as to bring 
them within the purchasing power of 
greater numbers of people.” 

(Please turn to page 40) 
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The first of the General Electric-sponsored "New American Homes" is com- 
pleted at Marblehead, Mass., with appropriate ceremonies. More than 20,000 
people visited the home, shown on the left, while part of the crowd may be 
seen below. In the picture below that, Augus MacDonald, builder of the house 
may be seen presenting the keys to the buyer, Nelson J. Darling, manager of 
GE's Lynn Works. The house has a complete electric kitchen, oil burning and 
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George Hughes, president of the Edison General Electric Company (Hotpoint) 
inspects with satisfaction the new electric range his company built for the 
White House. All White House meals will now be cooked electrically which 
ought to be a swell ad for the electric range. 


The Lincoln Alliance Bank of Rochester, N.Y., is working with the Rochester 
Gas & Electric Company in financing installment paper so if was only natural 
that the bonk should be a good place to display a ‘safe investment” in the 
lobby of their building. 5,000 refrigerators were sold in a 3-month's campaign. 
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A 3 heat electric iron with sim- 
ple, uniform heat control by posi 


tive Waage (patented) switch 


Send for the “W aage” money na - 
ing proposition and sales cooperation 


plan on this new iron. 
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Always have basements of a few friends lined up for show purposes, 
Deppe advises. 


Rudolph H. Deppe of St. Paul finds they fill 
up the September-October gap 


NE of the popular radio pro- 

grams now on the air — The 
Maxwell House Showboat—frequent- 
ly breaks in with the refrain, “Let's 
have another cup of coffee and let’s 
have another piece of pie.” 


Rudolph H. Deppe, son of a pioneer 
St. Paul hardware merchant, could 
see no reason why he shouldn’t have 
an extra piece of pie in the form of 
oil burner business in addition to the 
profit he makes from ABC washers, 
Apex vacuum cleaners, Philco radios, 
and Frigidaire refrigerators. 


While talk about oil burners may 
make hot reading in summertime, nev- 
ertheless that was just the season of 
the year when Mr. Deppe laid the 
foundation for his oil burner business. 
He handles the Wayne line and any- 
one entering his St. Paul store at 1601 
Selby Avenue, will find one right up 
in front, may be in the window. 


“Although I started as a radio man, 
I was not afraid of oil burners on 
account of some building experience,” 
said Mr. Deppe. I think it’s fear that 
holds a lot of electrical dealers back. 
It’s no more a trick in selling an oil 
burner than Frigidaire. The job is in 
the installation. So at first, I em- 
ployed an outside steam fitting man 
to put in the first three installations 
I sold. I didn’t like the way he did 
it, took off my coat and pitched in 


Today we are making our installa 
tions, have sold 400 burners in about 
four years, and find that there is a 
very nice profit in the business right 
after the refrigeration trade has died 
down and before radio gets going. 
Service work tosses us more business. 
“Burners are bought mostly bj 
middle class people. There is competi 
tion on all jobs in St. Paul but I find 
that the service angle, plus the name 
of the brand turns the trick. Our av- 
erage sale is around $275. Sears sells 
a burner for $250 but it is no com- 
petition because their service is not 
up to snuff. We get our leads through 
our upkeep work, and I have one man 
selling all the time. I have several 
jobs routed around town in the homes 
of friends which I can use as ex- 
hibits and I close most of the deals 
at night. Sales are nearly always on 
a time basis. A one-year guarantee is 
given on oil burner installations.” 

St. Paul, Minnesota, has one 
unique features in that the dealer has 
to pay a $25 license before he can sel! 
oil burners, give a bond of $2,000) 
and take out-¢ permit of $2 per job. 

Rudolph Deppe attributes his con 
fidence in taking up new things to his 
wide experience. When quite young 
he started a garage, sold it at a big 
profit and retired at the age of 36. Fo: 
six years he enjoyed life, and the: 
opened a radio business four years ago. 








“I've been looking at electric refrigerators, Sally. But I can't 
decide which one to buy. And I have been going around 
the stores for weeks.”’ 









“Let me show you how easy it is, dear. Jack and | went out 
last week and got one—just like that. Maybe it was because 
we struck a salesman who told us the most interesting 
stories about it. You'll want to bear about one thing that 
practically persuaded me to buy ours. It was the beautiful 
finish—‘DULUX' be called it.” 


Tals the way 


- THE STORY STARTS 


All 





And the rest of the new booklet, illustrated 
at the left, contains information on every 


installa page to help sell more electric appliances. 





n about . 7 
ere 1S a 
— Let us send you FREE copies for all your 
} going. salesmen. The coupon brings them. 
USINGSs. 
stly by 
ompeti OU KNOW from experience that the basis of successful selling 
it I find } electric appliances today is fact» Not general statements of 
—.. quality—but facts about a product’s features in which your cus 
ars sells tomers can see long-desired advantages for themselves. The unusua! 
no com- properties of DULU&X finish make it a strong sales factor wherever 
is not it is used on an appliance 
il On every page of this booklet you will find sales-clinching facts 
several that will give you and your salesmen valuable help in selling elec 
e homes trical refrigerators, stoves, washing machines, toasters, and other 
: * a appliances on which du Pont DULUX finish is used 
i on Here are some of the subjects covered in this booklet 
‘antee Is “Sell the appliance as a whole or its specific features?”’ 
vd one “DULUX a proved selling force on refrigerators ’ 
aler has “What the housewife wants in original beauty ” 

can sel! “DULUX—a pre-tested finish.”’ 

oe “More facts about durability .”’ 

op. 

his a You will see clearly demonstrated the features that make DULUX 
gs to his the ideal finish for electric appliances. Here they are quickly 
egy tn summarized : 
at a big 

36. Fo: (1) Original Beauty. White DULUX is the whitest white you 
all ws ever saw. Colors are brilliantly beautiful 


(2) Retention of Original Appearance. Whether used indoors or 


SED SPER SEINSN COUPE out, DULUX retains its original gloss and beauty 


For yourself and your salesmen we have FREE copies of 
this DULUX booklet. The coupon is for your convenience (3) Exceptional Durability. DULUX finish does not easily chip or 


in ordering them. It has real dollars and cents value that flake off. It has unusual resistance to greases, acids and abrasives 
you can turn into profit on DULUX-finished appliances . - & ‘ 


E. I. du Pont de Nemours & Co., Inc., Finishes Division, Wilmington, Del 


Gentlemen: I should like-——_____—___copies of ‘‘Selling Made Easier by 
DULUX” for myself and my salesmen 
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In an editorial on the ac- 
ceptance of the tag on I.E.S. 
lamps, Electrical Mer- 
chandising in the August 
issue made the following 
observation: 
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General Electric, through its execu- 
tives, has declared its interest in bet- 
ter living conditions and modern hous- 
ing for three reasons: first because the 
modern house absorbs an increasingly 
large amount of electrical materials 
and appliances; second, because as a 
consumer of electricity the modern 
home puts additional demands on the 
power supply company, which ulti- 
mately reflects itself in an increased 
market for power plant and transmis- 
sion and distribution equipment; and 
third, because as a contributor to so- 
cial improvement and general econom- 
ic recovery, a large program of home 
building promises the greatest service 
to the nation. 


The National Inventors’ Congress 
has awarded its special blue ribbon, 
highest attainable honor, to the Hor- 
ton Manufacturing Co., Fort 
Wayne, Ind., for its Model 20 cab- 
inet household washer with special de- 
sign “autosafe” wringer. 

Congress judges assembled in Chi- 
cago operated the Horton four-roll 
super-automatic wringer blindfolded 
without need for striking release lev- 
ers or taking precautions against over- 
loading or jamming. 


An interesting experiment now un- 
der way in Santa Cruz, California, is 
the rental by a local dealer of the 
floor space in the main office of the 
Coast Counties Gas & Electric 
Company. John Holt of the Star 
Electric Company is the dealer who 
applied for this opportunity at the 
time, about a year ago, when the Coast 
Counties Company announced its in- 
tention of withdrawing locally from 
the direct selling of electric refrigera- 
tors, washing machines and ironers. 
The Company had contemplated the 
maintenance of a floor display of this 
equipment, with competent sales help 
in attendance. 

Under the present arrangement the 
department is maintained as a branch 
store of the Star Company, which has 
its main store a few blocks away. A 
percentage on all sales made, either 
from the floor or from leads developed 
in the power company office is paid 
the power company in lieu of rent. 
The utility still maintains its retail 
department for gas appliances and all 
inquiries for this equipment are turned 
over to power company salesmen. 

Since the first of February Frank 
Carrol, of the Star Electric Company, 
has been on leave from that firm. He 
is making a survey of rural domestic 
consumers for the power company, 
developing leads for soil heating, dairy 
electrification, line extension prospects 
and incidentally, domestic appliances. 


The Weinig Made-Rite Com- 
pany, appliance manufacturers of 
Cleveland, O., announce the opening 
of a New York office at Room 1507, 
175 Fifth Avenue. It will be in charge 
of Peter J. Pfaff and Jack Court. 


The Automatic Washer Com- 
pany announces the appointment of 
the Capital Paper Company, 225 


On the RECORD 
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West South Street, Indianapolis, In 
diana, as distributors in the state of 
Indiana, according to Roscoe Bradt. 
sales manager. 


A recent survey conducted by in- 
terviewing 400 “sample” readers of 
the Oakland Tribune, revealed the 
fact that the average age of radio 
sets owned in these homes was 414 
yrs., indicating that there exists a sub- 
stantial market for new sets with all- 
wave possibilities. Of the 61 makes of 
radio reported, 33 are no longer being 
manufactured. The survey further dis- 
closed the fact that 66.7 per cent of 
those interviewed possessed no electric 
refrigerators, 47 per cent had no elec- 
tric washing machines and but 3.4 
per cent cook electrically. Of the re- 
mainder 91 per cent used gas, while 
2.3 still used wood ond coal. In the 
privacy of the interview 11 per cent 
expressed an intention of purchasing 
something during 1935. Of these four- 
teen intended to buy an electric re- 
frigerator, five were interested in ra- 
dios, five wanted an electric washer 
and eight a new stove. Twelve intend- 
ed to buy new furniture and sixteen 
intended to buy new automobiles. It 
was interesting to note that forty 
seven percent of those interviewed ex- 
pressed no special interest in brand 
names or in specific merchants from 
whom they intended to make their 
purchases. In other words, the field 
was open for manufacturer and dealer 
to capture this business through ag- 
gressive methods of advertising and 


field work. 


Johnson Motor Company, Wav- 
kegan, Illinois; manufacturers of the 
Iron Horse 4-cycle gasoline engine 
for washing machines report that 
several of the biggest names in the in- 
dustry are now linked with this new 
engine. 

ABC, Westinghouse, Thor, Mead- 
ows and others are now using the 
Iron Horse as standard equipment. 


Undisturbed by yips from baths on 
Oak Street beach far below, kissed by 
breezes off Lake Michigan, Marty 
Salzman of the Wholesale Radio 
Equipment Co., New York, lay in 
tranquil slumber one day last month 
in Chicago. 

Well might he rest peacefully, for 
down below in the Drake Hotel Vice 
President Frank Hiter of the Stew- 
art Warner Corporation was about 
to present him with the president's 
cup, an award for being the high 
man in the elaborate all company con- 
test conducted throughout the season. 
The meeting gathered headway, the 
clock struck 1, and only a fretful 
telephone brought Marty Salzman 
scurrying from his tub just in time 
to receive his award. 

While the distributors attending in 
Chicago actually had no part in the 
national poker playing contest, never- 
theless it was the head of steam they 
generated among dealers and men 
that did the trick, and their prizes 
were byproducts of the event. Other 
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cups went to Philadelphia Distribu 
tors, Inc., Capital Electric Corp., At 
lanta; H. P. Noll Co., Omaha; Mor- 
ley Bros., Saginaw; C. A. Roesch Co., 
Los Angeles, and Moore Electric Sup- 
ply Co., San Francisco. 


Fairbanks Morse Home Appli- 
ances, Inc., announce the appoint- 
ment of Glasgow-Stewart & Co., 
Charlotte, N. C., as exclusive dis- 
tributors. 


Stromberg Carlson goes on the 
air with a new program soon. The 
Radio Reporter will be heard every 
week day morning at 7:40 and will 
outline the most outstanding programs 
to be heard during that day. 


The Sparks-Withington Com- 
pany, Jackson, Mich., announce the 
appointment of the Hughes-Peters 
Electrical Company, Columbus, O., 
as radio distributors and the Federal 
Oil Burner Company, Newark, N.J. 
as radio distributor in that territory. 


Penn Electric Switch Co., Des 
\loines have been holding a series of 
Temtrol luncheon meetings. The east 
is under the direction of vice president 
Ben L. Boalt and the West under 
Nelson B. Delavan. 


The Maryland Utilities Associ- 
ation have charted a cruiser for a sail 
on the Chesepeake starting September 
12 at Baltimore. Business sessions will 
be held aboard ship as well as enter- 
tainment. 


The Shapiro Sporting Goods 
Company of Newburgh, N. Y., won 
the president's cup at the recent Gru- 
now convention. They sold more re- 
frigeration and radio per capita than 
any other Gsrunow distributor. Hy- 
man Shapiro is proprietor and Samuel 
Rosenblum, manager. 


York Ice Machinery Corp., an- 
nounce the appointment of H. N. 
Crowder, Jr. Co., Allentown, Pa., as 
distributors of commercial refrigera- 
tion and air-conditioning equipment. 
The company has been 25 years in 
business and celebrated recently with 
a banquet. Pennsylvania Power & 
Light were the previous distributors 
but dropped the line when they went 
out of the merchandising business. 


There doesn’t seem to be any end 
to the number of sales records the 
Georgia Power Company run up. 
Recently, they celebrated “Arkwright 
Day” in honor of the president of 
the company and the employees and 
sales force, just to show their hearts 
were in the right place, sold 759 
refrigerators, 370 ranges, 177 water 
heaters and $33,547 worth of com- 
mercial refrigeration equipment — all 
in one day! A total of $201,837 in 
appliance sales. 


The Duke Power Company 
claim a new world record in selling 
4.562 refrigerators (Kelvinator) in 
nine weeks, during a recent campaign. 
The record broke that of 1934 by 402 
units and 1933 by 429 units, accord- 
ing to John Paul Lucas, merchandis- 
ing and advertising manager. In the 
final week of ‘the drive over 1,100 
units were sold. 


Stewart-Warner announces the 
appointment of Electric Lamp & Sup- 
ply Co., as St. Louis distributors and 
Baumgardner Distributing Co., of 
Toledo, O., as distributors in that 
territory. 



















Porcelain Enamel Institute, Inc. 
612 North Michigan Avenue 
Chicago, Illinois 





Send me a FREE copy of your new Sales Manual for 


Porcelain Enamel. 
a 
a a 


Address — 








®@ Send for a FREE copy of this 
new Sales Manual for Porcelain 
Enamel... right now. 


Regardless of what product or appliance 
you sell, this brand new book will give 
you selling facts, sales help, sales in- 
formation you can use to advantage on 
every customer. 


Profusely illustrated, it shows how por- 
celain enamel is made—how it is applied 
—how it is tested and proved. It answers 
perplexing questions; gives practical, 
specific selling points on every major 
appliance or product. 


arya Send for a copy—NOW — before you 
\: ae y forget it. 


EDUCATIONAL BUREAU 


Clearing House for Sales and Technical Information 


PORCELAIN ENAMEL INSTITUTE, inc. 
612 North Michigan Avenue 
CHICAGO 


PORCELAIN ENAMEL 3-7 
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Why Not Go 
After Henry? 


When a farmer plants a dollar’s worth of seed 
und by patient care and cultivation raises a crop 
of spinach which he sells for five dollars, he is 
hailed as an honest husband-man of that sturdy 
strain which reclaimed America from the wil- 
derness. 

But when a holding company buys an inefh- 
ent and unreliable utility system, rehabilitates 
t and builds up its load to the point where it 
earns a fair profit on a capitalization of five times 
the cost of the original junk, then the holding 
ompany becomes a depredator of a name quite 
inspeakable. 

[t occurs to us that there is something slightly 
‘stigmatic in this viewpoint. 

\ll the utility holding company executives put 

wether have not amassed as much wealth as 
Henry Ford alone, yet they have, as a group, 
endered the country a greater service than Ford. 
\nd Ford is a holding company if ever there was 
me: he holds mines and fleets of ships and steel 
works and vast plantations and a thousand other 
subsidiaries to his business. But who cares a damn? 
lord gives us good cars at low price—and sim- 
larly the holding companies give us a service 
vhich is little short of miraculous at a price 
which is ridiculously low considering what we 
get and the reliability with which we get it. 

We hold no brief for holding companies, but on 
the other hand we suggest that it is only fair 
ind honest to inquire into what they give as well 
is what they get, and to judge them on a net basis. 


Shooting at the 
Wrong Target 


‘Ine is called upon to deplore the use of the 
vords “eye sight conservation” and “sight sav- 
ng’ in connection with the Better Light-Better 
sight movement. We believe that more accurate 
vords to designate the objective would be “sight 
stimulation” 

Eye sight conservation” and “sight saving” 
arry the implication that we are applying worn 
orakes to a car that is skidding down hill back- 
vard. They connote a desperate situation, immin- 
nt peril, impending destruction—and the insur- 
ince premium overdue. “Sight stimulation” sug- 
gests that we are stepping on the good old accel- 
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erator, climbing the hill on high, that we are 
actuated by zest of living and not fear of death. 

The insurance agent of the old days came to 
vou and talked in tremelo tones of death and 
funeral expenses and yawning graves. The mod- 
ern insurance man pictures the comfort and hap- 
piness of your wife and kiddies when and if the 
day should come when a taxi slaps you in the 
seat of the pants. We believe the modern argu- 
ment is the better. 

As a matter of fact, we are as an industry 
but slightly interested in sight saving—that is the 
highly technical business of the eye sight special- 
ist. But we are mightily interested in sight stimu- 
lation. Let us shoot at our own target. 


Busting off the Old Ones 


Times change but human nature remains pretty 
constant. Browsing through old files of “Electri- 
cal Merchandising” one is struck by the wealth 
of old plans and sales methods which have as 
strong an appeal today as when they were first 
tested. There is no merit in mere newness. 

On the other hand, there is a distinct danger 
in slavish adherence to what has gone before. 
While on one hand we recite cases of brilliant 
revivals of old merchandising ideas, we would 
be less than fair not to remind you of a remark 
by a top executive of Macy’s department store 
in New York. Macy’s are pioneers. They are 
creators of merchandising ideas and processes. 
And so every sale they put on, every advertise- 
ment they run, is quickly known to hundreds 
of other department stores throughout the coun- 
try who immediately copy the plans that appeal 
to them, often copy the actual advertisements. 

But,” remarked the Macy executive dryly, “it 
s a significant fact that they mostly copy our 
tailures.” 

Which is just another tvay of saying that 
while we are all pretty much copyists, success 
lies in copying intelligently. 





LETTERS 











It's Different Now 
To the Editor:— 

I've been away from the electrical appliance 
business for nearly five years. Things have 
changed so much that I'd need a guide-to show 
me around if | tried to break in again. The other 
night a former salesman, now in business for 
himself—brave man—returned a sales book which 
he had borrowed to dig up names of prospects 





for commercial refrigeration. By chance I leafed 
through some sales records for 1928. Some ot 
the months in the busy season ran from $12,000 
to $14,000—this in a business located in a smal! 
town of about 4000. Today these seem like 
drgam figures. I suppose that if they depended on 
the old lines, most of the stores together in this 
small county would scarcely surpass these monthly 
totals. 

In those days our local power company, a 
branch of a big—and the government says bad- 
utility system, was one of our competitors. They 
had a large corps of salesmen, they sometimes 
used their meter employees in lamp and appli- 
ance campaigns to get business for themselves, 
and they made terms we often could not meet. 
They frequently ran their own services on the 
installation of electric ranges, and they tramped 
on our toes generally. 

In some ways this company seems to be getting 
religion, even if some of their employees got a 
little forgetful recently, and spent about $700,000 
for telegrams and a little gentle lobbying in 
Washington over a holding company bill. But 
that is beside the point. I find that they 
are actually co-operating. Yes, that’s the word. 
In a recent refrigerator campaign they offered 
to take unlimited amounts of dealer paper on 
four year contracts at very reasonable terms. 
They permitted the dealers to file prospect cards, 
and used their own salesmen largely as helping 
salesmen. When a dealer's prospect was filed, they 
“laid off” this name, and actually helped the 
dealer close if desired. 

On range sales, dealer and power company have 
been working hand in hand to partly absorb the 
cost of the range service, which around here costs 
somewheres around $40.00 on the average. Just 
a few days ago I had a novel treat. A salesman 
of the power company heard I was interested in 
an electric range, and did not know if I had 
any wholesale connections, so he called, but not 
alone. Yes, sir, he brought with him a dealer 
salesman, who talked about four years’ terms, 
or an attractive cash price, the latest improve- 
ments in ranges, and a dozen other things which 
the good salesman always remembers to mention. 

The other day Vanity Fair got in hot water 
with the subjects of the Mikado by publishing 
a cartoon of “Five very unlikely historical situa- 
tions.” Maybe you recall the incident. When 
those two salesmen called on me, one from the 
power company, and one from a dealer, I felt a 
bit like the cartoonist. Of course, you folks who 
live in sections where cooperation has been the 
watchword for years will think we've been living 
here in the horse and buggy days. And I guess 
that has been true. But Dobbin seems to have 
been retired, and it’s refreshing to take a peep 
from the outside looking in and find that around 
here folks are beginning to realize there are other 
ways of getting up a ladder than by stepping on 
the other fellow’s hands and face. 

F. R. ALLEMAN 
Washington, N. J. 
* 


The Ice Man’s Customers 
To the Editor :— 

[f a man can be proud of stealing money 
from his mother, or someone else who trusts him, 
then I guess the fellow who stole the names 
from the ice man,iwhich is mentioned in your 
article by Gerald E. Stedman, has also a right to 
be proud because of the slick way he has of get- 
ting the names of prospects. | wonder if he ate 
a meal that cost more money than the ice man’s 
and exchanged checks with the ice man when 
he wasn’t looking. 

It seems to me that it wouldn't be so bad if 
you pointed out this smart trick somewhere in 
the article, but when you go and feature it, 
to my mind you can go ahead and feature all of 
the many underhand methods that are practised 
in’ merchandising and call that good business. 

S. A. Weiss, 
Weiss & Besserman Co. 
New York City. 
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SEPTEMBER 16™" to 28" 





There never will be a more effective time than Sep- 
tember 16 to 28 for you to display and feature the new 
Toastmaster merchandise. 

Into those two weeks Toastmaster is crowding four- 
teen million individual consumer advertisements—the 
greatest concentration of advertising ever put behind 
Toastmaster. 

Featured in this advertising will be the new Toast- 
master Hospitality Tray with all its sparkling new fea- 
tures, and you may be sure many of your customers 
will be interested by it. 





TOASTMASTE 


Plan your department and window displays and store 
advertising to tie in with this event—September 16 to 
28. Display Toastmaster Hospitality Tray in a number 
of departments to take advantage of traffic throughout the 
store and increase sales. We 
will gladly furnish, on request, 
display and advertising ma- 
terial in quantities sufficient 
for each department showing. 
McGRAW ELECTRIC COMPANY 


Waters-Genter Division 
Minneapolis Minnesota 
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PICK UP 
PROFITS 


with THESE 
COMBINATION OFFERS.. 


Here are two unusual combination offers that will sell cleaners this 
tall—and allow you a liberal net profit 
values ever offered by Hamilton Beach 

Every home needs this Hand Cleaner for upholstery 
Stair Carpets, auto interiors, etc 


They are the biggest cleaner 


. drapes, 
Ten million homes need new floor 
cleaners. Now you can give your customers these two quality cleaners 
at prices that are unbelievable. 


REGULAR: MODELS 


These cleaners are the latest models—not rebuilts, specials, close-outs 
nor obsolete stock. Every one is a brand new standard Hamilton 
Beach—available at these remarkable money-saving, profit-makifig 


prices for a limited time—August 15th to October 31st. 


NATIONALLY ADVERTISED 


Hamilton Beach cleaners have been consistently advertised for 16 
years—but this is the only combination cleaner offer advertised in 
National magazines. Strong selling advertisements featuring thesc 
unusual values will appear during September and October in The 


Saturday Evening Post, Good Housekeeping and American Home. 


COMPLETE DEALER HELPS 


Use the special dealer helps we have prepared to tie up with our 
National advertising. Attractive folders, counter cards, window dis- 


plays and newspaper mats are furnished dealers free on request. 


YOUR PROFIT IS PROTECTED 


These special combination offers are being distributed through 
Wholesaler and Retailer. There is no change in this established 
Hamilton Beach Policy. All inquiries are referred to dealers — we 
take no orders. Your profit is protected on every sale. 


HAMILTON BEACH CO., Racine, Wis. 






OFFER NO.I 
135 


HAND CLEANER 









‘OFFER “NO.2 


F HAND CLEANER 
AND 


NO. 8 CLEANER 
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(Cutting 1 


When g 
helped the Los Angeles 


in FHA loan transactions, 


FY ONE Federal Housing Act was 
designed to encourage home 
owners to make needed im 

provements on their property, even 

though they had not at the moment 
the ready cash with which to do it. 

The inclusion of clectric ranges, water 

heaters, refrigerators and, later, in- 

stalled washing machines among the 
improvements which could be so fin- 
anced brought the electrical industry 
into the ranks of those benefited. In 
fact, the set-up of Title I sounded 
ideal for a record business. Manu- 
facturers, utilities, cooperative groups 
and the larger merchants were quick 
to see the possibilities. Over night, 
advertisements blossomed out all over 
the country. Power companies and 
city departments set up advisory staffs 
to tell the public how to take advan- 
tage of the new act. Department 
stores opened booths where applica- 
tions could be made. Everyone pre- 
pared for the rush which was sure 
to arrive just as soon as the public dis- 
covered what was being offered them. 

But in many places, at feast, the 
rush failed to materialize. The pub- 
lic was pleased enough to discover 
that they were being offered electrical 
equipment at $3 a month and very 
low interest rates, but when they tried 
to take the advice which the govern- 
ment and the electrical industry alike 
was giving them, and actually to make 
a loan, they found there were certain 
difficulties. It sounded simple. All you 
had to do was to own your own home 
and the bank would lend you the 
money. 

But the bank was not used to lend- 
ing money on such a simple basis. 
The procedure for making loans in a 
bank is a cumbersome one, as any- 
one who has tried to get money in an 
emergency knows. It is necessary to 
establish both credit and character, to 
tell what you want the money for 
and then the banker is apt to ask 
the question “Couldn't you get along 
without making the loan?” Frequently 
the customer thought that perhaps he 
could. Moreover the initial provisions 
made it necessary for the customer 
to go from the dealer to the bank, 
then possibly to the FHA office, then 
to the bank again, a second time to 
the dealer to select the exact equip- 
ment desired and finally to the bank 
for the last signatures and the final 
arrangement of the loan. It could be 
done with less red tape than this, 
but instances were not lacking where 
six or seven visits were required to 
complete the transaction. The money 
was forthcoming at last in all rea- 
sonable cases, but those who made 
application became fewer and fewer. 

It would not be fair to the banks 
to say that they were not in sympathy 
with the principles of the FHA—in 
most cases they were. But it is true 
that they were accustomed to consider 
themselves a little above finance com- 
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private finance company 
Bureau of Power & Light 
things began to hum 


panies in the social scale of business— 
und perhaps their pride was a little 
nvolved. 

— - * 

In Los Angeles, the Bureau of 
Power and Light early became aware 
that the financing provisions of the 
Act were not operating to produce 
the volume of sales which had been 
expected. It was not the fault of local 
advertising. Extensive local publicity 
on the part of retailers, manufacturers 
ind city department had made the Los 
Angeles public thoroughly aware of 
the possibilities of buying electrical 
appliances on government credit terms. 
The Bureau had installed an advisory 
staff, with a number of offices in the 
basement and display room of their 
down town building, at the service 
of customers and dealers. Still the 
number of applications remained low. 
In December, 1934, but 38 loans 
were approved, amounting to $12,125. 

About this time, the Consumers’ 
Credit Corporation, a finance organi- 
zation which had been handling au- 
tomobile loans, approached the Bur- 
eau with large reserves of money to 
loan, offering to cut the red tape and 
to reduce the procedure in obtaining 
loans to a single transaction which 
ould be handled in the store of the 
dealer at the time of the sale. 

Starting with the time the C.C.C. 
took over the handling of FHA loans 
in this vicinity, business started to 
increase. For the first few months 
the record of each succeeding four 
weeks’ period was more than double 
that of the month preceding. In Jan- 
uary, for instance, but 108 loans were 
made, worth $35,200. February 
brought the figure to $79,850. In 
March it was $125,000. By April 
the total was well over the $146,000 
mark. And from 70 to 80 per cent 
of these applications were for the pur- 
chase of electrical equipment! 

Under the present set-up, applica- 
tion for a loan is made through the 
dealer on forms which have been pro- 
vided for him by the finance com- 
pany. The complete set of forms are 
made out at the time of the sale, 
and later turned over to the C.C.C. 
by the dealer. The note is made pay- 
able to the dealer, who indorses it 
without recourse to the lending in- 
stitution. A report from an established 
credit reporting agency is required of 
the dealer. 

The plan works like a charm. The 
customer decides to buy; he makes 
out his form; the dealer contacts the 
finance company; the report is ac- 
cepted; and the appliance is delivered 
the next day. The public likes it and 
tells its neighbors about it, with the 
result that in April Los Angeles 
reached the position of leading the 
country in housing and modernization 
interest. More FHA dollars per cap- 
ita were loaned in that district than 
in any other community in the country. 




















JOHN SMEATON of England, in 1756, 
discovered the basic facts that ultimately led 
to the development of Portland Cement. 
Probably the first significant job, on which 
this product was used, was the Thames 
Tunnel, built in 1826. 
made a basic contribution to mankind. 
Likewise, in 1906, A. L. Marsh made 
another basic discovery which first made 


. Smeaton thus 


possible the practical application of Electric 
Heat. For more than 150 years the fact of 
electric heat was known: but the fact was 
of little use because there was no heating 
element that was “9g “7. But Marsh 


solved the problem by his development of 
the chromiunrnickel alloy which he called, 
Chromel. This good product therefore 
brought into use all of the present heating 
devices; created, and faithfully sustains one 
of your year-round markets. Devices 


equipped with Chromel elements give good 


service, as Chromel safe-guards trade names 


of priceless reputation. The confidence of 


the device maker in Chromel invites that 
same faith from you. That trust is also a 
challenge to us, to which we give all that 30 
years of manufacture has taught us. Hoskins 


Manufacturing Company, Detroit, Michigan. 


CHROMEL 


THAT MADE ELECTRIC HEAT POSSIBLE 
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$ 
For every 1 a week that you’ put 


aside now, at least 4 a week will 


come back to YOU at 65 in 


guaranteed Guardian “salary checks 


Your salary or commission checks may 
be coming in regularly today. But what 
about the future . . 
be able to Retire? 


. when you hope to 


Where will your pay checks and com- 


missions come from then? 


Start now to replace today’s earnings — 
with a Guardiaa Salary Coafiauation Plan 
... for as little as $1 a week. Every $1 a 
week that you put aside now will bring 
YOU at least $4 a week—every week — 
im guaranteed “salary checks” at 65! Or, 


al | 
s 


you can have them start at 55 or 60. 


Meanwhile, if anything should happen 
to you—for every $1 a week, your chil- 
dren and their mother will be guaranteed 
$100 a month for more than a year! 


With this two-fold protection . . . and 
the Peace Of Mind that a Guardian 
Salary Continuation Plan brings .. . 
you and your family can really enjoy 
the immediate pleasures of life. Mail the 
*lf you are now 40 


(Add a few pennies for 
each additional year.) 


coupon for FREE 
INFORMATION! 


THE GUARDIAN LIFE 


INSURANCE COMPANY OF AMERICA 





y° Established 1860 


Pctdey Jif, be ae a hw a ~ 5 Yoo 


Dote of birth 


—t cen continue receiving guaranteed “salary checks,"’ 
and provide immediate protection for my family. 





Nome 


Oey 





Street 





City 


State. E-1 








Address: The Gverd life } 


Ceo. of America, Dept. E-1, 50 Union Sq., N.Y. C. 
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Home Specialists 






There’s more to this appliance business 
than just taking orders, say Toledo’s 
Electric Range & Equipment Co., who 
plan to sell 1,000 refrigerators this year. 


E’RE not salesmen. We're 
Doctors of the Problems ot 
Domestic Life. We try to 


overcome the ills of the home—clear 
rugs, keep food preserved well, teach 
housewives how to cook, give proper 
lighting to families who haven't the 
time to think about such things. 

E. A. Tullis, vice-president of the 
Electric Range & Equipment Co., 
2111 Adams Street, Toledo, Ohio, 
was not speaking lightly. He was se- 
rious about it. He has been for two 
years, and because his company has 
followed a definite philosophy it 
meant $65,000 worth of business last 
year. This year $130,000 is anticipat- 
ed, and of that sum 70 per cent will 
be retail sales. 


Electric Range & Equipment Co. 
started in business when everybody 
else was thinking of getting out. That 
was in August, 1932. When the com- 
pany opened its doors there were six 
refrigerators and six electric ranges 
on the floor. That was the entire 
stock. Competitors gave the company 
90 days to live. J. L. Berry, presi- 
dent, never had sold an appliance in 
his life. He had been in the building 
supply business. In his home, how- 
ever, he had a number of electrical 
appliances, sold to him eight years 
before by a man named Tullis, then 
with the Toledo Edison Company 
and Henry L. Doherty enterprises. 
Tullis was a “nut” on electric cook- 
ing. He knew ranges, but very little 
about refrigerators. 

The growth of the company is the 
talk of Toledo. Today there are two 
stores—an enormous display floor in 
a neighborhood location, and a down- 
town branch. Range sales—the compa- 
ny had started out as distributor for 
ranges (Estate) —have long been 
eclipsed by refrigerator and washer 
sales. Today the company is dealer 
and distributor for refrigerators{ Leon- 
ard) ; dishwashers (Conover) ; wash- 
ers and ironers (Conlon); ranges 
(Estate) and oil burners (M. & W.), 
with distribution for refrigerators 
handled in 16 counties and on other 
appliances in 21 counties. Besides a 
retail business a sizable volume in 
wholesale sales is being built up. 


“We started in cold,” Mr. Tullis 
said, recounting the brief history of 
the firm. “Nobody gave us a chance 
to last. They said our location was 
bad and that we never could succeed 
a mile from the business district. And 
no sooner did we get going when we 
bumped into the banking holiday. 

“We couldn't even get salesmen to 
come with us at first. We had to 
open our own crates, to make our 
own deliveries and act as our own 
salesmen, office boys and clerks. They 
called us just a couple of youngsters 
with an idea, and they referred to us 
as the ‘Mutt and Jeff team’ because 
Mr. Berry is 6 feet 3 inches tall and 
weighs 220 pounds and I’m only 5 
feet 7 inches tall. 


“Merchandise began to move, how 
ever. Both Mr. Berry and I had 
contacts from other endeavors. We 
learned an awful lot about selling 
appliances. And we worked like sons. 
a-guns.” 

Such is the story, in cold type, of 
a business which so far this year is 
running 50 per cent better than last 
which has 18 retail salesmen working 
out from its stores, and which is stil! 
expanding—a business which expects 
to sell 1,000 refrigerators this year: 
250 washers ; 75 ironers and 40 ranges 

Soon after the business was estab 
lished it moved to quarters formerly 
occupied by an automobile agency, 
and if you don’t believe buildings con 
structed to sell automobiles can also 
sell electrical appliances you should 
see the Toledo display. Window space 
runs more than 200 feet. Floor space 
covers some 40,000 square feet—ample 
room for quite a few refrigerators, 
ironers, washers and other appliances. 
The company has taken over the for- 
mer garage space completely, dividing 
it into a service division, a parts divi- 
sion, a training school for refrigerator 
mechanics, warehouse space, and used 
wasier and refrigerator storage space 
What part of the garage is not occu- 
pied by partitioned divisions is adver 
tised as a heated parking place for 
customers. Salesmen park their auto- 
mobiles inside the garage, leaving the 
window display space and the store 
front visible to the passing public. 

The 18 salesmen are divided into 
two teams of nine each. They hold 
contests against each other, with a 
prize purse offered by the company 
for high men. One man from each 
team is on floor duty each day, pro- 
viding he has made a sale the previous 
week. He is entitled to all business 
coming in to the store that day. A 
card system has been established which 
limits salesmen to 100 prospect names 
each, with 60 day protection on names, 
following which they go into an open 
file for distribution to other men. 

¢ company pays an unusually 
high commission rate to its salesmen 
of 12 per cent on low price merchan 
dise and 15 per cent on higher priced 
appliances. That is so we are assured 
of good men,” Mr. Tullis said. “We 
are not interested in the $100 or $125 
a month salesman. We want men who 
like good cars, good clothing and 
good homes. We are exclusively spe- 
cialists in business. We have nothing 
to sell but major electrical appliances. 
That’s why we want men capable 
of earning money. 

“We have no districts for our out- 
side men. I believe in free territory 
for salesmen. I favor the survival of 
the fittest. Our men are in business 
for themselves at our investment. 
They are strictly commission men. We 
are not running a school, but a busi- 
ness. It is up to the men to get that 
business, and the more calls they make 
the more sales they get. They know 
that.” 
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... and, of course... 
Calrod units sheathed in 


INCONEL 








7. could be more appro- 


priate than that this new- 
est-of-the-new Hotpoint Electric 
Ranges should be equipped with 
a Monel Metal Top. 


Dealers will find that this 
Monel Metal Top will make the 
Mayfair Model irresistible... 
even to those prospects who are 
only “thinking” of getting a new 
kitchen range. 


Monel Metal is solid, through 


Monel Metal is a registered trade-mark applied to an 
alloy containing approximately two-thirds Nickel and 
one-third copper. Monel Metal is mined, smelted, re- 
fined, rolled and marketed solely by International Nickel. 


Lien, 
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@ The cooking ability and general success of any range depends upon the eff 


ciency and long life of its heating elements. The heating units of the Mayfair 
Model are Hotpoint’s famous CALROD units with elements sheathed in 


INCONEL which permits more rapid heating and offers extreme resistance to 





oxidation, and lasts longer than any other material used for this purpose 


and through. There is no plat- 
ing or coating of any kind to 
crack, chip, or wear away. After 
long years of hardest service, 
Mayfair’s top of Monel Metal 
will look like new... never 
rusting, never corroding, never 
wearing out. 


Don’t Neglect Water Heaters 


This is the season to get vigor- 
ously back of water-heater sales. 
You can now offer a choice, as 


various nationally-known makes 
are available with tanks of Monel 
Metal. This gives you just the 
argument you need to use with 
those timid, backward prospects 
... IT IS GUARANTEED FOR 
20 YEARS.” A sound investment 
for your customer...more profit 
for you. 

Write us for data relative to 
the use of Monel Metal in 
kitchen appliances. 


THE INTERNATIONAL NICKEL COMPANY, INC. 


67 Wall Street, New York, N. Y. 
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BUT ONLY 36 INCHES WIDE 

















} 4 -¥ at 
ae 7 
i 
ay 
; , 

, 
Watch Balenced Oven Heat Swing the Sales 
Exclusive feature of all Estate Electric Ranges 
opens prospects eyes closes sales. Notice 
how the wattage im the oven is balanced between 
the upper and lower oven units, insuring uniform 
heat m every cubic inch of the oven, insurm®é per 
fect baking every time. Insuring more sales, too 

You can measure its width with a yardstick . . . but 


this compact new Estate is packed with features that 
make it a brand-new yardstick of electric range value. 
Only 36 inches wide, but not a single feature of the 
famous full-size Estate Electric Range has been omitted. 
In this amazing new Estate your customer will find the 
perfect-baking Estate balanced oven . . . single dial oven 
heat control .. . 1800-watt broiling unit . . . high-speed 
cooking-top burners table-top convenience and 
beauty . everything. Including a retail price that is 
as compact as the range, itself. Get the complete story 


in our new catalogue No. 101. Write for your copy today. 


18S WAW 


ELECTRIC RANGES 


Made by THE ESTATE STOVE CO. ®© HAMILTON, OHIO 


PAGE 48 








Earle Morford, formerly of 
Stewart-Warner, joins Hot- 
point Refrigerator Division 
as field specialist (See 
Hotpoint) 


Kelvinator 

Important changes in sales depart- 
ment executive personnel were an- 
nounced Friday by H. W. Burritt, 
Vice President in charge of sales 
for Kelvinator Corporation. These 
changes, coming coincident with the 
appointment of Geyer-Cornell & New- 
ell, Inc., as advertising counsel, are 
first steps in formulation. of plans 
which will see the most aggressive ad- 
vertising and sales drive ever attempt- 
ed by Kelvinator, during 1936, Mr. 
Burritt said. 

Godfrey Strelinger,. who has served 
with Kelvinator for many years in 
varied capacities, has been appointed 
general assistant to the vice president 
in charge of sales. He comes to his 
new position from the sales manager- 
ship of Leonard Refrigerator Compa- 
ny, to which position he was promoted 
from the managership of the Kelvina- 
tor Detroit branch. 

R. I. Petrie, who two years ago re- 
signed as sales manager for Leonard, 
to take over the position of domestic 
sales manager for Kelvinator, returns 
to the post of sales manager for Leon- 
ard. Mr. Petrie is a veteran of both 
the Kelvinator and Leonard organiza- 
tions, with a long and successful record 
of achievement, and a thorough knowl- 
edge of the Leonard organization for 
which he will direct sales, effective im- 
mediately. 

V. J. McIntyre is appointed to the 
position of domestic sales manager for 
Kelvinator. Mr. McIntyre also has 
spent many years with Kelvinator. 
During the past few years he has been 
manager of the Department Store 
Division, in which capacity he set the 
extremely fine record which earned 
for him this new responsibility. 

Appointment of S. C. Mitchell, 
formerly advertising manager of the 
Leonard Refrigerator Company, as 
director of advertising and sales pro- 
motion for Kelvinator Corporation, 
has been announced. Mr. Mitchell 
succeeds Vance C. Woodcox, who re- 
cently resigned to take a responsible 
executive position with Montgomery 
Ward & Company. 

In his new position, Mr. Mitchell 
will be in charge of advertising and 
sales promotion activities for all of 


osilions 





Lee Lloyd, former GE sun- 

lamp manager, has taken 

charge of sunlamp sales at 

Miller Lamp Company (See 
Miller) 





C. W. Smith, former man- 
ager of the mid-west division 
for Apex, has been made 
sales manager of the com- 
pany (See A pex-Rotarex) 





S. C. Mitchell, former adver- 
tising manager for Leonard 
refrigerators, has been made 
director of advertising and 
sales for Kelvinator (See 
Kelvinator) 





From manager of the depart- 
ment store division, V. J. 
McIntyre has been promoted 
to domestic sales manager 
for Kelvinator (See 
Kelvinator) 
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H. J. Scheel, former export 

manager for Majestic, has 

been made export manager of 
Case Electric (See Case) 





Leonard P. Canty, former 
western manager for Radio 
Merchant and other business 
publications will represent 
Electrical Merchandising in 
the Cleveland territory. 





Godfrey Strelinger has been 
appointed general assistant to 
the vice president in charge 
of sales for Kelvinator (See 
Kelvinator) 





A. H. Reinach has been 
appointed staff head in charge 
of standard commercial 
equipment sales for Kelvin- 
ator (See Kelvinator) 


a 


From the Grigsby-Grunow 
Co., comes C. C. Dewees who 
will hold the position of as- 
sistant advertising manager 
for Stewart-Warner Corp. 
(See Stewart-W arner) 


Kelvinator Corporation’s products, in- 
cluding domestic and commercial re- 
frigeration equipment, oil burners, 
electric ranges and air conditioning. 

A native of Tennessee, Mr. Mitch- 
ell joined the Kelvinator organ‘zation 
in 1932 after considerable experience 
in the automobile industry. From sales 
manager of the Kelvinator branch in 
Buffalo, he was made special field 
representative and later became a dis- 
trict sales manager for Kelvinator 
Corporation. He went to the Leonard 
Refrigerator Company as advertising 
manager in the fall of 1933. 

A. H. Reinach has been appointed 
as staff head in charge of Kelvinator’s 
standard commercial equipment sales, 
according to an announcement made 
by J. A. Harlan, manager of the Com- 
mercial division, Kelvinator Corpora- 
tion. F. N. Pattison has been named 
assistant to Mr. Reinach. 

Milhender, Inc. 

Everett C. Thorpe, former appli- 
ance sales manager for the Concord 
Municipal Light Plant, Concord, 
Mass., is now associated with the 
Milhender, Inc., Boston distributors 
of radio and electrical appliances. 

Permutit 

John B. Cameron has been added 
to the field sales force of the Permutit 
Company, manufacturers of water- 
conditioning equipment. His headquar- 
ters will be in Milwaukee, handling 
the state of Wisconsin and the upper 
Michigan peninsula. 

Case Electric 

H. J. Scheel, former export sales 
manager of the Grigsby -Grunow 
Company has been appointed export 
sales manager of the Case Electric 
Corp., Marion, Ind. 

He organized the export depart- 
ment for Majestic radio and refriger- 
ation and developed it from scratch 
to a business in excess of a million 
dollars. 

Horton 

Expanding foreign sales of the 
Horton Manufacturing Co., Fort 
Wayne, Ind., maker of household 
washers and ironers, have resulted in 
the appointment of W. J. Platka as 
export sales manager. 

Formerly manager of the export de- 
partment of Robert H. Ingersoll & 
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We've such a grand variety of new Telechron models this fall 
that we're taking time off to tell you about them in advance. 
They're probably the smartest, most salable designs that we’ ve 
ever put inte preduction. We can’t go into details here — 


but see your distributor as soon as possible. He'll give you 





all the dope — and tell you about our new promotional plan. 
What's more——every one of these new models is moderately 


priced — every one is made to sell | 


We're not only telling you — but we're also telling the world 
about these new Telechrons. A national advertising campaign 
is under way now — primed to catch the attention of millions 


of readers. Find out about the new Telechron models now | 


Telechron 


WARREN TELECHRON COMPANY 


195 MAIN STREET ASHLAND, MASSACHUSETTS 
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3 decades of experience 
with Hotpoint products has 
built the public — a for 





MANUFACTURED 


BY GENERAL ELECTRIC 


ELECTRIC REFRIGERATORS 
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R over 30 years the 
| dependable quality and 
economy of Hotpoint electric 


appliances have been well 





known to millions of house- 


wives. Today 42% of the 








country’s wired homes 


already have one or more 





Hotpoint products. 





Hotpoint refrigerator dealers 





have the advantage of a 





decided public preference 


for the Hotpoint name—a 





preference built of long years 








of experience with Hotpoint 
products. It has made the 
Hotpoint electric refrigerator 


a demand article almost over- 








night. Write or wire for fran- 


chise details. Hotpoint Refrig- 





erator Division, Specialty 
Appliance Dept., Sec. EM9, 
Nela Park, Cleveland, Ohio. 








—— 














Bro., the Latin-American section of 
Willys-Overland and the export sales 
of the Sunbeam Chemical Company, 
Chicago, Mr. Platka also has been 
in charge of similar activities for the 
Perfect Circle Company, Hagerstown, 
Ind., and the Capehart Corporation, 
Fort Wayne. 


Miller Company 

Lee Lloyd, one of the country’s 
leading ultra violet ray specialists, for- 
merly manager of sunlamp sales for 
the General Electric Company, has 
assumed charge of the Therapeuti: 
Lamp section of The Miller Compa 
ny, Meriden, Conn., and will special- 
ize in the sale of Sunlite lamps and 
infra-red equipment. 

Mr. Lloyd's interest in ultra-violet 
radiation started when he was District 
Manager in New York of the Vita 
Glass Corporation, of which he later 
was made General Sales Manager. 
His thorough study of ultra-violet 
rays stood him in good stead when 
he went to the General Electric Com- 
pany in May, 1930, as field specialist. 
For in October of that year he was 
appointed Sunlamp Specialist in the 
Cleveland district—in July of the suc- 
ceeding year he was made Headquar- 
ters Specialist—in May, 1932, he be- 
came Acting Manager of Sunlamp 
Sales—and, having proven himself the 
man for the job, in September of that 
year was officially appointed Manager 
of Sunlamp sales. 


Apex 

R. E. Sargent has been appointed 
division manager of the Cuyahoga 
County territory of Ohio, taking the 
place left vacant by B. E. Stroud who 
has been advanced to the position of as- 
sistant to the vice president in charge 
of sales. The announcement was made 
by R. E. Strittmatter, vice president. 


Crosley 


Joseph A. Mayers has joined the 
sales staff of the Crosley Distributing 
Corporation of New York. Mr. May- 
ers is well known in the electric re- 
frigeration trade in New York and 
will contact dealers in Manhattan, 
the Bronx and Queens. 


Hotpoint Refrigerators 

Earle Morford, formerly with the 
Stewart - Warner Corporation, has 
been appointed a field specialist for 
the Hotpoint Refrigerator Division of 
General Electric Company's specialt; 
appliance department. He will have 
headquarters at Nela Park, Cleve 
land. The appointmerit was made by 
Harry C. Mealey, manager of the 
Hotpoint Refrigerator Division. 

Morford was connected with Stew- 
art-Warner for twenty-four’ years, 
covering the north central states on 
refrigerators and radios. For five years 
he was Cleveland distributor for 
Stewart-Warner. 
_ In his new position he will cover 
jobber sales organizations. 









Westinghouse 
W. W. Spangler has been appoint- 
ed credit manager, Westinghouse Elec- 
tric & Manufacturing Company, with 
headquarters in East Pittsburgh, it 
was announced recently. Before his 
present appointment he was treasury 
manager, northwestern district, with 
headquarters in Chicago. 
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Kadette 

\W. Keene Jackson, sales manager 
ot International Radio Corp., Ann 
Arbor, Mich., manufacturers of Ka- 
dette radio, announces the appoint- 
ment of V. A. Searles as advertising 
and sales promotion manager. Mr. 
Searles has been for eight years in a 
similar capacity with the Sparks-With- 
ington Co., of Jackson, Mich. 

Krich-Radisco 

Krich-Radisco, Inc., Newark, N. J., 
distributors, announce the appoint- 
ment of Frank Zahner to their or- 
ganization, as sales promotion man- 
ager on RCA-Victor radios. 

Serv-U-Fones 

Al W. Ferris, formerly of the Gen- 
eral Electric Supply Corporation and 
the Bryant Electric Company, has 
been appointed New York City rep- 
resentative for Serv-U-Fones, with 
headquarters at 21 East 40th Street— 
telephone Lexington 2-6226. 

Apex-Rotarex 

Mr. R. J. Strittmatter, Vice Presi- 
dent in charge of sales for the Apex- 
Rotarex Corporation, announces the 
promotion of Mr. C. W. Smith, 
Manager of the Company’s mid-west 
division, to the position of Sales Man- 
ager with headquarters at the home 
office, Cleveland. 

Mr. Smith’s activity in the appli- 
ance field began in 1919 when he un- 
dertook the seal of Apex Vacuum 
Cleaners in the Pittsburgh district. 
From then on he represented Apex 
successively in Canton and Cleveland, 
Ohio. In 1921 he was transferred to 
Detroit as Division Manager for 
Michigan. In 1931 he was made 
manager of the Pittsburgh district. 

In 1933 Mr. Smith was appointed 
manager of the entire mid-west di- 
vision. His recent promotion is made in 
recognition of the success he achieved 
in that important sales district. 

Manning-Bowmann 

Ed Harris, formerly Manager of 
the Minneapolis Electrical League, 
has recently resigned his position with 
the League to become the district sales 
representative for Manning-Bowmann 
Company, with headquarters in 
Minneapolis. 

Stewart-Warner 

Known for his association with the 
Grigsby-Grunow Company and the 
Rudolph Wurlitzer house, C. C. 
Dewees comes to the Stewart-Warner 
Corporation as assistant advertising 
manager, slated to devote most of his 
efforts to advertising and sales promo- 
tion on radio and refrigeration. For 
a time Mr. Dewees was manager of 
the Dearborn Advertising Agency, 
Chicago. 

Electrical Merchandising 

Leonard P. Canty, former western 
manager of “Radio Merchant,” has 
joined the McGraw-Hill Company 
as Cleveland manager for ELEC- 
TRICAL MERCHANDISING, 
RADIO RETAILING and ELEC- 
TRONICS, succeeding W. K. Beard, 
Jr., who has been appointed manager 
of ELECTRICAL WORLD in 
New York. 

Mr. Canty has been a newspaper 
reporter, following graduation from 
college, and sixteen months later was 
appointed western manager of Talk- 
ing Machine World, later changed 
to Radio Merchant. In addition, he 
has been western manager for Auto- 
motive Electricity, Soda Fountain and 
Tires. He has had long experience in 
the trade paper field and has a wide 
acquaintance among advertising agen- 
cies. 


Mawnuracrturers PUT 
ONE and ONE TOGETHER 


(and one is YOU) 


Knowing that the top 7.6% of U.S. 
electrical equipment stores do 42.1% 
of the total business—and that the 
top 1.9% of U. S. department stores 
do 61.8% of the total department 





store business, manufacturers real- 


ize that you of the top groups are 





worth extra advertising support. 


Y > + i 4 a 
They are giving you extra advertis- 
ing support in TIME, because they 
also know TIME readers are not 
only your customers but your best 


customers. 








The Weekly Newsmagazine 
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A. Review of New 


roducts 








Simplex lroner 
Barlow & Seelig Mfg. Co., Ripon, Ws. 
Device: EX troner 
Description: Full-size household ironer 
with standard 26 in. roll: instantan- 
cous control; both ends of roll open. 

Price: $39.50 Electrical Merchandis 
ing, September, 1935. 


v 





~ 
Royal Cleaner 
The P. A. Geer Co., Cleweland, O. 
Vodel: Roval Special 98 
Description 
full sized 14 in. detachable nozzle: 
nozzle adjustment for cleaning rugs 
of any thickness; full floating, sweep 
action type brush; handle lock. 
Price: $29.50; cleaning tools $8 addi 
tional; Roval sprayer for moth-proof- 
ing liquids, $2.25.—Electrical Mer- 
thandising, September, 1935. 


Compo motor bearings 





W aldorf Range 
Electromaster, Inc. 

1803 E. Atwater St., Detroit, Mich. 
Model: KOB Waldorf range. 
Description An innovation in domestic 

electric range construction: designed 

for homes where large oven and broil- 
ing Capacity ts required; has no sur- 
face units; oven and broiling com- 
partments are separate; both have 

4000 watt unit; the cubic capacity of 

oven is 10,648 in. — Electrical Mer- 

chandising, September, 1935. 
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G-E Air Conditioner 
General Electric Air Conditioning 
Institute, Bloomfield, N. J. 
Device: FC-2 self-contained room cool- 
ing unit; cools, de-humidifies. 
Description: Operates without using 
special power lines or water supply 
and drain piping; may be installed 
by adjusting duct connection to near- 
est outlet; a.c. 110-volts; 4 motors 
start in staggered sequence. Compres- 
sor unit consists of hermetically seal- 
ed, trouble-proof compressor similar 
to GE Monitor- Top refrigerator com- 
pressor; evaporator is mounted in 
same framework; just above compres- 
sor is the air-cooled condenser; all re- 
frigerant (Freon) connections made 
and sealed at factory; 3 compressor 
units mounted in frame at lower part 
of ‘cabinet; upper part of cabinet 
houses fans, filters, control switches, 
window duct connection ; single motor 
drives 2 sets of fans—1 set recirculates 
air from room, brings in outdoor air, 
sends mixed air through filters, over 
evaporator coils to cool and dehumid- 
ify and into room; 2nd set of fans 
brings in outdoor air, filters it, passes 
it over condenser coils, over drip pan, 
sends heated, moisture-laden air out- 
doors. Housed in attractive cabinet; 
quiet, free from vibration; manually 
controlled; circulates 275 cu.ft. per 
min. of air; refrigeration capacity 
slightly less than equivalent of use 
of half ton ice in 24 brs.—Elecirical 
Merchandising, September, 1935. 


el 


x 





v 


T oastmaster 
. . al 
Hospitality Tray 
Waters-Center Division of McGraw 
Electric Co., 
219 N. 2nd St., Minneapolis, Minn. 
Device: Toastmaster Hospitality Tray 
equipped with folding stand. 
Description: Special design holds tray 
securely on stand, which without 
Toastmaster and accessories provides 
a handsome coffee table available in 
mahogany, walnut or antique white; 
redesigned tray equipped with 2 large 
2-compartment appetizer dishes and 
4 crystal “snack” plates with recessed 
corners for cocktail glass or teacup; 
cutting board is curved to fit firmly 
around Toastmaster. Toastmaster :t- 
self is equipped with flexible toast- 
timer, 1 or 2-slice openings, and all 
former Toastmaster features.—Electri- 
cal Merchandising, September, 1935. 








é é 
ABC Farm Washers 


Altorfer Bros. Co., Peoria, lil. 

Models: 44G, 18G gasoline engine 
washers for rural homes. 

Description: Equipped with Johnson 
Iron Horse 4-cycle gasoline engine 
Ye h.p. motor which weighs only 34 
Ibs. and operates from 344 to 4 1/3 
hrs. on 1 qt. gasoline; all exclusive 
ABC features included in these mod- 
els such as corrugated, porcelain tub; 
French-type agitator which washes 
clothes at top and bottom of tub; pat- 
ented fingertip safety clothes feeder on 
wringer; Model 44G equipped with 
extra large capacity tub; Model 18G 
equipped with standard capacity tub 
for rural homes.—Electrical Merchan- 
dising, September, 1935. 


v 


M-B Matched Appliances 


Manning, Bowman & Co., 
Meriden, Conn. 

Device: Pioneer pattern of matched 
table appliances. 

Description: Group consists of coffee 
service, toaster, waffle iron, cooker and 
3 percolators, all of Pioneer design, 
chromium finish, solid walnut trim- 
mings. 

Coffee service consists of 9-cup urn 
with protective fuse-link device, drip- 
less type faucet, Nichrome element, 
350 watts; sugar and creamer and a 
1914x7¥% in. tray. 





2-slice turnover toaster, 470 watts. 

Automatic waffle iron, 7 in. diam.; 
660 watts; equipped with expanding 
hinge, heat indicator, overflow batter 
trough. Table cooker toasts, fries, 
bakes pancakes ; 400 watts; also equip- 
ped with interchangeable waffle grids. 

3 percolators, 4, 6 and 9 cup cap- 
acities; 92, 11 and 12 in. high re- 
spectively; straight lined design with 
circular bands and new artistic spout. 

Other patterns of matched appli- 
ances also available. 


Price: Coffee service $17.95; toaster, 


$3.25, waffle iron $5.95; cooker $6.95; 
percolators, $5.95, $6.95 and $7.95..— 
Electrical Merchandising, September, 
1935. 


W aage Iron 
Waage Mfg. Co., 5110 Ravenswood Av., 
Chicago, Ill. 

Model: Commander. 

Description: Non-automatic; new 3- 
heat “finger-tip” control switch pro- 
vide steady, constant heat control, the 
manufacturers claim; chromium, 
streamline design; air insulated top; 
“Easy-up” rigid stand. — Electrical 
Merchandising, September, 1935. 





Universal Urn Set 
Landers, Frary & Clark, 
New Britain, Conn. 

Device: No. E. 7119904 automatic Urn 
set. 

Description: 9 cup capacity; 400 watts; 
patented safety fuse plug; Pilgrim 
pattern; chromium with black han- 
dies; sugar bowl and cream pitcher 
gold lined. 

Price: $22.50. — Electrical Merchandis- 
ing, September, 1935. 





Volcano 
Wallpaper Remover 


General Equipment Co., 

2927 Victor St., Kansas City, Mo. 
Device: Electric wallpaper remover. 
Description: Steams varnished tile, San- 

itas, embossed papers and calcimine 

off walls; 25 ft. cord connects to light 
socket; 40 ft. rubber hose conducts 
water from faucet to machine where 
boiler and heating element converts 
water to steam; concentrator or steam 
pan covers 1ixl6é im. area; rubber 
moulding around edges of pan seals 
steam against wall, protects wood- 
work; easily regulated to moist or hot 
dry steam by thermostatic control ad- 
justed with small screw. 

Price: Junior model $18; Senior, $35.— 
Electrical Merchandising, September, 
1935. 
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We’ve licked the 


BELT-STRETCH 





PROBLEM 


on light machinery drives 


HE annoyance of making frequent ad- 
justments for belt-stretch on single-groove, 


light machinery drives is virtually eliminated 


by the new Goodyear Fractional H. P. V-Belt. 


This new belt is not a miniature edition of 
belts built for other and heavier types of 
service. It has been specially designed by Goodyear 
Engineers to meet the exacting requirements of small 
pulley drives —and hundreds of brutal tests prove 
that it is practically stretchless and long outlasts 
other belts. 


Construction Eliminates 


Internal Friction 
The reason is that Goodyear has eliminated the de- 
structive internal friction common in multiple-ply 


’ belts, by a unique new construction. The load is 


carried by a single layer 


Service-proved 


of high-tensile, low-stretch 


Goodyear products that 


make friends for you 


endless cord in the neutral 
EMERALD CORD V-BELTS 


for multinle drives 


plane where it is not subject 
to the extreme tensions and 
compressions that “eat the 
heart” out of ordinary belts. 


REPLACEMENT BELTS 
for washing machines 


oRaleMia-haal>L-ta+hiola: 


And to insure the flexibility 


Made by the makers of 


essential for satisfactory per- 


Goodyeor Tire 
. sn formance over small pulley 


THE GREATEST NAME 


wt 













Goodyear engineers measuring re- 
sult of stretch-life test. Hundreds of 
such tests prove the new Goodyear 
Fractional H. P. V-Belt is practically 
stretchless 














Elastic Envelope takes the wear 
.-. transmits load to the heavy 
cord section ... Protects carcass 














High tension section 








Heavy cord load 
carrying section 
in neutral plane 











Reinforced compression 
section 

















drives, the thickness of the belt has been reduced to 
a minimum, yet it is heavy enough to prevent dis- 
tortion while riding in the pulley grooves. 


Made In All Sizes 


Goodyear Fractional H. P. V-Belts are available in 
nearly 100 different standard sizes for all types of 
single-groove drives—and can be furnished quickly 
in special sizes. Light machinery manufacturers 
will find them a profitable investment as original 
equipment — dealers for replacement business. For 
full information, write Goodyear, Akron, Ohio, or 


Los Angeles, California. 
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This Pradchcal 
Electric Healer ir 


PRAISED 
EVERYWHERE 































~—gives Two Minds of nan 


The Wesix electric heater has won the highest praise as the first portable electric 
heater that really heats. 


It gives quick warmth, economically, in the bathroom, bedroom or any small room. 

It really HEATS because of its unique double-action heating principle. 

1. lts Spiral Coils RADIATE a cheerful, warm glow like that of a fireplace. 
2. Its Chimney-like, Verticle Core rapidly forces the air to beat and CIRCU- 
LATE throughout the entire room. 

Do not confuse the Wesix with spot heaters, fan heaters or other heaters with 
moving parts. Emphatically not—the Wesix, used by 400,000 persons, is a portable 
electric heater made on the same prin- 
ciple as its famous big brothers which 
use the natural laws of circulation to set 
air in motion. A heated chimney draws 
the cold air off the floor and circulates 
the warmed air to every nook and cor- trying to invent 
ner. Because of this patented, correct de- a practical electric 
sign, the Wesix has out-sold all other heater, one that 
makes of portable electric heaters for would heat the air 





His Achievement! 


For years, countless 
engineers had been 
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seven years. in the room — 
7 quickly, safely, 
S or Oo bi economically. Then A 
Send for Money Ma ng a ae — 
Sales Plan ley Hicks, installed Wesley Hicks 








several electric heat- 

ers in a home at Sacramento, California, 
which were successful. They are in use 
today, sixteen years later. 

The fame that came to these electric 
heaters spread by word of mouth. People 
all over California accepted them for their 
homes. Now, famous architects every- 
where are specifying them for big office 
buildings, schools, apartment houses, hos- 
pitals and even whole communities for 
furnishing clean, quick and healthful heat 





Just out—the Wesix 3-POINT SALES 

PLAN—all the experience of seven year's 
successful electric heater selling through 
dealers, distributors and utilities packed 
into a néat, illustrated portfolio is yours 
for the asking. Here is positively the first 
sure-fire, sensible plan for making money 
selling a successful electric heater. Get 
this free plan and full details on the 
Wesix. Be ready to make money—na- 
tional advertising will appear this fall. for entire buildings. 
Write at once. Ask for 3-POINT SALES Seven years ago, Wesley Hicks, who 
PLAN. earned the distinction of being the world’s 
foremost electric heating engineer, de- 
signed a small portable electric heater. 
It is based on the same principle as the 
larger heaters that have marked the most 
amazing step forward in heating. 

The smal! heater won instant success. 
Now it is recognized as the only portable 


Beautiful Silvery Finish electric heater that has stood the severe 
test of every-day public use. Today, its 


ogee shea $7.95 fame is spread everywhere. Write for 
1250 watts, 110 volts details. 























































































































5 Yr. GUARANTEE 






































W arehoused in 87 principal cities throughout United States 


WESIX ELECTRIC HEATER CO. 


390 First Street San Francisco, California 































PAGE 54 





—__ 


New Radio 














W estinghouse Radios 
Westinghouse Electric Supply Co., 
150 Varick St., New York City 


Models: 13 
Description: WR-100, 5 tube a.c.-d.c. 


midget; 2 bands, 540-1500, 1500-4000 
k.c. 

WR-101, 6 tube a.c.-d.c. midget; 3 
bands, 540-1600, 1600-4700, 5500- 
16,000 k.c. 3 metal tubes. 

WR-201, 5 tube a.c. table set; 2 
bands; 540-1500, 1500-3200 k.c. 

WR-203, table, WR-303 console, 
a.c.; 6 tubes; 4 metal tubes; 3 bands; 
§40-1750, 1700-4700, 5500-16,000 k.c.; 
illuminated airplane dial. 

WR-204, table, WR-304 console; 7- 
tubes; 6 metal; 3 bands; 540-1800, 
1800-6000, 6000-18,500 k.c.; illumin- 
ated dial; 2nd hand for accurate tun- 
ing; 8 and 10 in. dynamic speakers. 

WR-205 table, WR-305 console; 8 
tubes, 7 metal; all wave; precision 
tuner; WR-205 8 in. dynamic speaker ; 
WR-305, 14 in. concert type dynamic 
speaker. 

WR-306 console; 10 tubes, 9 metal; 
De luxe all-wave high fidelity; pre- 
cision tuner; colored band, illumin- 
ated dial; oversize concert type 14 in. 
speaker. 

WR-601 2 band battery set; table 
model; 5 tubes. 





Prices: WR-100, $25; WR-101, $39.95; 


WR-201, $19.95; WR-203, $44.95: 
WR-303, $59.95: WR-204, $65.95; 
WR-304, $85.95; WR-205, $79.95; 
WR-305, $99.50; WR-306, $139.50; 
WR-601, $34.95.—Electrical Merchan- 
dising, September, 1935. 


? 
American Bosch Radios 


United American Bosch Corp., 
N. Main St., Springfield, Mass. 


Models: 17 
Description: 04, 4tube, plus ballast 


tube standard and police band per- 
sonal radio, 540-1700, 1500-3000 k.c. 

Model 05, 5-tube, plus ballast tube 
American & Foreign—540-1600, 5800- 
15,000 k.c. short wave. 

505, 510 and 510E, personal, conso- 
let and console models, 5-tube, 2 bands 
—540-1500, 1500-3600 k.c. 
575F consolet, 575Q console, 7-tube, 
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3 bands; CentrOmatic construction - 
metal tubes; 540-18,000 k.c. 

585Y, consolet, 585Z console, 8-tube, 
3 bands; CentrOmatic construction: 
metal tubes; 540-18,000 k.c. 

595P, 595M consoles, 10-tube, 4 
bands; 540-18,000 k.c. and 150-350 
U.S. Weather band. 


480D, 10 tube, 3 bands, 540-22,500 
k.c.; 430J, 430T consoles, 5-tubes, 3 
bands, 540-1750; 2000-2600; 5800- 
18,000 k.c. 

Battery type models: 385 consolet, 
386 consolet and 376N console; 5, 4 
and 5 tubes respectively. 





Prices: 04, $17.95; 05, and 505, $29.- 


95; 510, $34.95; SI0E, $49.95; 575E, 
$65.95; 575Q, $85,95; 585Y, $79.- 
95; S85Z, $99.50; S9SP, $139.50; 
595M, $169.50; 480D, $155.; 430], 
$54.95; 430T and 385, $39.95; 386, 
$59.95; 376N, 69.90.—Electrical Mer- 
chandising, September, 1935. 


7 
Crosley Radios 


The Crosley Radio Corp.; 
Cincinnati, O. 


Models: 33 


8 all-metal tube models: Olympia, 
Olympia Console, 6 tubes; Merrimac, 
Merrimac Console, 8 tubes, 3 bands; 
Monitor, Monitor Console, 8 tubes; 
Constitution, Constitution Console, 10 
tubes, 5 bands, all-wave. 

4 all-wave 5 band models: Clipper, 
Clipper Console, 9 tubes; Viking, Vik- 
ing Console, 7 tubes. 
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ruction ; 


, 8-tube, 
ruction ; 


tube, 4 
150-350 





4 a.c. or d.c. models: Travo, 4 tubes, 
Privateer 5 tubes, 2 bands: 540-1570, 
1570-4000 k.c. Cruiser, Cruiser Con- 
sole, 6 tubes, 3 bands: 540-1700, 1650- 
4750, 5300-15,500 k.c. 

Fiver, Galleon, Galleon Console, 5 
tubes, 2 bands: 540-1570, 1570-4000 
k.c. 

Buccaneer, Buccaneer Console, 6 
tubes, 3 bands: 540-1700, 1650-4750, 
-22, 500 5300-15,500 k.c. 
tubes, 3 Corsair, Corsair Console, 7 tubes, 3 
; 5800- bands. 


7 battery models, 4, 5, 6 and 8 
consolet, tubes. 
le; 5, 6 2-32 volt d.c. models, 6 tubes. 
1 auto radio, Roamio A155 equip- 
ped with syncronode power supply 
unit and remote control adapter. 





12 in. dynamic speakers with Curvil- 
inear Cone; 1388, twin dynamic 
speakers 12 and 5 in. 

1386 De Luxe 2-door cabinet; 1388 
De Luxe 4-door console with utility 
shelves on sides; “Diffusalite” multi- 
color dial; dual tone control. 

1391 and 1395 table and console 
battery sets; 7 tubes; 530-1750 k.c. 
tuning range; automatic volume con- 
trol. — Electrical Merchandising, Sep- 
tember, 1935. 





Fairbanks-Morse Radios 


CGiher teem fediaiel te chove Fairbanks-Morse Home A ppliances,Inc., 


models, automatic volume control, 
tone control, full vision illuminated 
airplane type dial; full floating, mov- 
ing coil electro-dynamic speakers. 
Prices: From $19.99 to $115.—Electrical 
Merchandising, September, 1935. 


+ 
Stewart-Warner Radios 


Stewart-Warner Corp., 
1826 Diversey Pkwy., Chicago, Ill. 
Models: 14 
Description: No. 1401, table model; 5- 
tubes; 2 bands, 540-1520 k.c., 1480- 
4600 k.c., automatic volume control; 
2-point tone control; illuminated dial ; 
6 in. dynamic speaker. 


lympia, 
rrimac, 
bands 
tubes 
sole, 10 





Nos. 1301, 1302, table models, 1306, 
console, 5-tubes; “Dual-wave” bands, 
530-1600 k.c., 5.7-18.2 m.c., illumin- 
ated airplane dial; 8, 6 and 12 in. 
dynamic speakers. 

No. 1345, console, 6-tubes ; 2 bands; 
545-1750 k.c., 220-6800 k.c.; 12 in. 
dynamic speaker. 

No. 1361, 1362, table models; 1365, 
1366 consoles; 7-tube Ferrodynes; all- 
wave; metal tubes; 3: bands; 545- 
1750, 1800-5.9 m.c.,; 5.75-18.0 m.c.; 
“Diffusalite” magic dial; 1361 and 
1362, 8 in., 1365, 1366, 12 in. dynamic 
speakers. 

Nos. 1375, 1376 consoles, 9-tube Fer- 
rodynes; metal tubes; all-wave; 4- 
bands; 12 in. dynamic speakers; 
“Diffusalite” multicolored dial; visu- 
al tuning indicator; automatic station 
register. 

Nos. 1385, 1386, 1388 consoles, 11- 
tube Ferrodynes; metal tubes; all- 
wave, 4-band tuning; 1385 and 1386, 


“lipper, 
ig, Vik- 





ING 


430 S. Green St., Chicago, Ill. 


Description: “Third dimension tone” 


fidelity outstanding feature of 1935-6 
line; produces true tone and over- 
tones, sharp contrast of high notes 
against soft “low” notes, according to 
the manufacturer; new woods and 
cabinet designs featured in line in- 
cluding the “beveled-over” 1-piece 
top, front and top piece being made 
to resemble single piece of wood ex- 
tending to rear of cabinet top.—Elec- 
trical Merchandising, September, 1935. 


v 





Stromberg-Carlson 
Radios 


The Stromberg-Carlson Telephone Mfg. 


Co., Rochester, N. Y. 


Models: 62 and 63. 
Description: No. 62, 8-tube console; all 


wave; 3 tuning ranges: 540-1700 
1700-5400 and 5400-18,000 k.c.; high 
fidelity provided by special band 
widener device and Stromberg-Carl- 
son single unit high fidelity speaker ; 
“Selectorlite dial” indicates range by 
change in illumination of dial; auxil- 
iary pointer identifies closely crowded 
stations; automatic antenna selector 
also provided ; automatic volume con- 
trol. No. 63, console, similar to No. 
62 with exception of addition of visu- 
al tuning meter; No. 63 cabinet .is 
half octagonal with slightly tapering 
wings. — Electrical Merchandising, 
September, 1935. 
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CONDITIONS ARE RIGHT 





for year-round sales | 


of BREEZO FANS 


The opportunity for appliance dealers to make attractive profits on 
Breezo Fans is becoming less seasonal and more general as the 
public becomes more and more “ventilation-conscious.” 

Here’s a market that’s hardly 
been scratched—a market not 
overburdened with competition 
—a market big enough in any 
territory to make its cultivation 
productive of comparatively 
easy sales. 

While building construction 
is on the up grade and repre- 
sents another growing market, 
the sale of Breezo Fans is not 
confined to new homes. Any 
home, institution, store, indus- 
trial establishment, etc. is a live 
prospect, because the comfort 
and convenience of ventilation 
are in ever-increasing demand, 
stimulated by modernization 
programs. 

Then, too, better ventilation 
is being recognized as a need in winter as well as in the hot weather 
months. 

Conditions are right for year-round sales of ventilation. And 
Breezo Fans are the logical ones for progressive dealers to push 
because they are available in every type to meet every condition, as- 
sure comfort and convenience, fit the dealers’ requirements for an 
easily-demonstrated electrical appliance, impose no service hazards 
and are highly profitable merchandise to handle. 

Write at once for detailed information concerning the complete 
Breezo line and discounts. 


BUFFALO FORGE Co. 
205 Mortimer St., Buffalo, N. Y. 


In Canada: Canadian Blower & Forge Co., Ltd. 
Kitchener, Ontario 
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ANNOUNCING THE HOTPOINTER 
‘The Toaster that Talks’ 


fight tolls whey Zj 
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i" 
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List Price $16.00 





Hotpointer 
Buffet 


Service 


$21.00 
List 





Hotpointer Fully Automatic Toaster with beautiful 
pressed-wood tray, bread board, knife, and five- 
compartment dish. 


$6.95 list 


This Hotpointer Semi-Auto- 
matic Toaster is a brother to 
the Fully Automatic Toaster. 
Hotpointer signal light glows 
when current is on. Chime 
bell rings gently when toast 
is done. Complete Buffet 
Service $11.95 list. 














GENERAL @ ELECTRIC 





NATIONALLY 
ADVERTISED 


in 


Good Housekeeping, McCalls, 
and Better Homes & Gardens. 


1. Bell chimes when toast is done! 


2. Hotpointer sentry light glows 
when toaster is on! 

3. Fully automatic — turns off by 
itself! 

4. Toast stays hot without burn- 
ing! 

5. Toasts two slices both sides at 
the same time! 


6. Makes whatever kind of toast 
you like best! 


7. Makes Melba toast to perfec- 


tion! 


8. Operates quietly! 


Finished in glistening Chrome- 
plate. Terminals deftly concealed. 
Supplied with approved cord with 
miniature appliance plug and G-E 
moulded rubber attachment plug. 


Your General Electric Hotpoint 
Distributor has this new kind of 
toaster in stock. For more sales 
and bigger profits on automatic 
toasters and sets, get in touch with 
him NOW. Go places with this 
new trouble-free line of automatic 


toasters and buffet services. 


MERCHANDISE DEPARTMENT, GENERAL ELECTRIC COMPANY, BRIDGEPORT, CONNECTICUT 
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A Review of 





620 Tower Grove Ave., St. Louis, Mo. 
Models: Toastwell toasters and Sand- 


Description: No. 805 black Bakelite 








Nalco Lamps 
North American Lamp Co., 
1151 S. Broadway, St. Louis, Mo. 
Device: Candle flame _ incandescent 
lamps; no special fixtures required, 
available with both standard and 
candelabra bases; operates on 110-120 
volts; 6 to 8 watts; available in vary- 
ing tints to blend with all types of 
furnishings. — Electrical Merchandis- 
ing, September, 1935. 


v 





Universal Cleaner 
Landers, Frary & Clark, 
New Britain, Conn. 
Model: No. 495 De-Luxe motor driven 
brush, ball bearing cleaner. 
Description: Specially designed high 
speed rotary brush; ball-bearing 
movement of motor and brush; 15 
watt Mazda head light; chromium 
plated handle and hardware; simple 
nozzle adjustment; 4-wheel carriage; 
tilting device permits raising front of 
cleaner by lowering handle; new type 
easy-to-empty dust proof bag. 
Price: $39.95.—Electrical Merchandis- 
ing, September, 1935. 





T oastwell Tray Sets 
Unility Electric Co., 


wich toasters with Tray set. 


tray, 227%/x13 in. equipped with cut- 
ting board, stainless steel knife, 1- 
piece, 5-compartment white crystal 
glass serving dish with chromium 
cover. Tray available with No. 780 
and 885 automatic, 2 slice, oven type 
toasters with high and low heat fea- 
ture; bell rings when toast is com- 
pleted, at which time toaster goes back 
to low heat; No. 780 equipped with 
Nichrome element, 660 watts; No. 885 
equipped with Nica elements, 630 
watts. Also available with No. 740 
and 845 non-automatic, 2-slice oven 
type toasters. 

Also available with No. 930 com- 
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New Products 











bination sandwich toaster and waffle 
iron, equipped with new self-locking 
hinge; 500 watts. 


Prices: With 780 toaster, $15.50; with 


885 toaster, $16.50; with 740 toaster, 
$9.95; with 845 toaster, $10.95; with 
910 sandwich toaster only $11.85; 
with 920 waffle iron only, $11.85; 
with 930 combination sandwich toast- 
er $13.50; No. 805 Toastwell tra; 
with accessories only, $5.00.—Electrt- 
cal Merchandising, September, 1935. 





Royal Rochester tron 


Robeson Rochester Corp., Rochester,N.Y. 
Models: 110, 130, 140. 
Description: No. 110 non-automatic; 


130 automatic, 6 Ibs; 850. watts; 140 
automatic 414 Ibs. 1000 watts; stream- 
lined point glides into tucks, sleeves, 
pleats; air-cooled black Bakelite han- 
dle; beveled edge; permanently at- 
tached cord; attached rest stand; fab- 
ric heat control on automatic irons; 
finger tip control; on-and-off switch 
on non-automatic model. 


Prices: 110, $3.95; 130, $5.95; 140, $6.95. 


— Electrical Merchandising, Septem- 
ber, 1935. 





Lionel Toy Trains 
The Lionel Corp., 15 E. 26th St., 
New York City 


Models: Milwaukee road _ speedliner, 


Flying Yankee, Commodore Vander- 
bilt and other new streamline repro- 
ductions built accurately to scale. 


Description: Outstanding feature of new 


speed trains is a remote control whis- 
tle—the manufacturers claim locomo- 
tives can be made to blow any whustle 
signal from any distance at any time 
whether train is going forward or 
backward or standing still; whistle 
can be added to trains of any make. 
Other features include stations that 
automatically halt train, hold it for 
a minute and start it again; an auto- 
matic gateman in shack who rushes 
out swinging lantern as train ap- 
proaches; solid T tracks with swit- 
ches and crossovers to match; Mickey 
Mouse as an operating stoker is avail- 
able on tender of 5 mechanical num- 
bers; Mickey Mouse Circus consisting 
of 3 gaudy circus cars also available 
with streamlined locomotive and 
stoker tender.—Electrical Merchandis- 
ing, September, 1935. 
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Nhiting Made the 





by 
my Stoker 


iY SN A DOMESTIC 
@ APPLIANCE 


Until the perfection of the Whiting, stokers were a slow- 
selling specialty. There was no coal burner to success- 
fully challenge oil and gas—and none that could capture 
the even larger “hand-fired” market. 










































To make a stoker interesting to large and successful 
distributors and dealers it was necessary to design an 
economical stoker. It had to be economical in both price 
and operation. That Whiting has done! The owner of a 
hand-fired furnace can now secure automatic comforts— 











and save money! And the Whiting, of course, is far less 
expensive to operate than oil or gas burners. 





But to appeal to modern merchandisers it was also 
necessary to provide a domestic appliance “set-up.” And 
that Whiting has done! Its policy of exclusive distributors 
is sound. Its discount structure and time-payment plans 
are right. Its array of sales promotional literature is com- 
plete and effective. There is national advertising—and 
a concentrated local program of powerful newspaper 
advertising. The catalog, the booklets and the advertis- 
ing copy have proved their ability to interest a great new 
market 


* 
Naturally, the aces in the domestic appliance field 
are now identified with the Whiting sales organization. 
In city after city—the Whiting Stoker—and the shrewd 


selling plans behind it—have captured the leading dis- 
tributors and dealers. Sales, of course, are setting new 
highs every week. The product and “set-up” have ans- 
wered a long-felt want. The big market is there — and 
any good sales organization can win it with Whiting. 

















It is still not too late for aggressive dealers to secure 
the Whiting line. Telegraph or write us for the name of 
your Whiting Distributor. Whiting Corp., 15606 S. Hal- 
sted St., Harvey, (A Chicago Suburb), IIl. 


YOUR NEXT GREAT MARKET 


WHITING STOKER 


Underfeed Stoker Division, WHITING CORPORATION, 














neeonty_. 15606 Halsted St., Harvey, Ill. 
We are dealers.........im...... . distributors in 
Send the facts regarding the Whiting Stoker. 
cnn nn ketaakeeeen’ 
Eee TT Te ee TTT 
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SERVICE 


Lies 





D. C. Refrigerator 
Motor-Trouble 


By H alter G. Christie 
In spite of popular belief that dir 
ect current is no longer used, many 


sections of the country are still so 
supplied. Hence we pass on some 
service and repair hints about d.c. 
motors. 


Unlike repulsion-induction motors, 
brushes on d.c. motors ride con 
the commutator. This 
brushes are subjec ted 
than brushes. 
commutator of a 


the 
tinuously on 
means that dx 
to more weat 
the 
motor is subjected to more wear than 
is the commutator of a r.i.. motor. 

When replacing brushes, always be 


sure to wipe the carbon dust off the 


are f.l. 


Likewise d.c. 


brushholder. If this is not done, a 
conducting path will be formed by 
the carbon dust between each brush 
and ground. As a result, current will 
How from brush to brush thru the 


carbon dust, causing the brushholder 
to heat and eventually to burn away. 


(See Fig. 1.) Lf sufficient carbon dust 
accumulates, it will short circuit the 
motor (Fig 2) and blow the motor 


fuse or the house fuse, thus stopping 


the motor When a motor ts found 


to be grounded or short circuited, or 
try wiping the carbon dust 


burning 





Bakelite holde Metal! holding brush 
guides to brush holder 
Fig Typ a! brushholder, showing how 
urbon dust forms conducting 
path be: ween brushes 


off the brush-holder, before condemn 
ing the motor as burned out. 

Because the brushes ride continu 
ously on a d.c. motor, brush 
are more prevalent on d.c. 
ri. motors. Often times a new or a 
newly repaired d.c. motor will have 
an objectionable brush whine. This 
happens because all of the brush face 
is not in contact with the commutator. 
Remove the brushes and lightly rub 
the polished parts of the brush face 
with fine sandpaper. Repeat this pro- 
cedure until the noise disappears. 
Stubborn cases of brush whine can be 
cured by scratching the commutator 
with a serew driver. (Don’t do this 
unless all else fails). Draw a screw 
driver diagonally across the commu- 
tator so that a light scratch is made 
on the commutator. Run the motor 
until the whine subsides and only the 
clatter of the brushes riding over the 
scratch is heard. (The scratch makes 
a cutting edge which cuts the brush 
and makes the brush face con 
form to the shape of the commutator. ) 
Then sand the commutator with fine 
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DEVOTED TO THE ADJUSTMENT AND REPAIR 
OF DOMESTIC ELECTRICAL APPLIANCES 


We pay for all acceptable ideas. 


Address Service Eprror, Electrical Merchandising 
330 West 42nd St., New York City 


sandpaper to remove the scratch. Be 
sure to wipe the carbon dust off the 
brushholder. 

Often times after a d.c. motor has 
been in service several months a very 
objectional clatter is heard. Try sand- 
ing the commutator. If this fails, stop 
the motor and examine the commu- 
tator while slowly revolving the motor 
shaft by hand. If it is found that sev- 
eral commutator bars are blackened 
and pitted, replace the motor because 
the commutator is not truly round. 
The blackened, pitted bars are lower 
than the others. As a result, the brush- 
es make poor contact on these bars 
causing the bars to heat up and burn. 
The clattering noise is made by the 
movement of the brushes over the 
uneven commutator. In order to rem 
edy this condition, the comutator must 
be turned down in a lathe. 

End play is another source of noise 
in d.c. motors. As the armature re- 
volves at operating speed, it tends to 
travel in and out of the field. Hence, 
if there is over a 1/32” end play, the 
armature will make quite a racket as 
the shims strike the motor end covers. 
To determine the source of noise, stop 
the motor and try to move the arma- 
ture in and out. If the movement is 
more than 1/32” the noise is no doubt 
due to end play. Remove the motor, 
obtain some shims for that particular 
size shaft, and estimate ( by working the 


I 
} Armature Resistance 
¢ Tv T 24 formed by 
S$ 44rush dus/ 
yp s a~t * 2 = 
3 k y | 2 
MOT ay S 
field “ ~~ S + 
rr 1? 
Y } ‘Brushe 


Radio interference 
ef mingting condenser 
Fig. 2- Effective circuit of brushholder 
covered by brush dust 





shaft in and out) how many shims will 
be required. When the shims are added, 
try to add them so that the position 
of the brushes on the commutator is 
not changed. After a motor has been 
in service several months, the com- 
mutator wears in a groove. If the 
shims are added so that the brushes 
do not ride in the groove, only part 
of the brush will make contact with 
the commutator causing noise and ex- 


. Brush 
ommutator vse: 


“lh | 
4 He 
T a 


Q) 


Fig.3-D.C. Armature showing location 
of shims and oi! throwers 


Shims 
Oi! throwers 


cessive wear on the brush. 

On Delco motors there are 2 oil 
throwers, one on each end of the shaft. 
They are made to revolve with the 
shaft by a small pin which fits into 
a groove in the oil thrower. When 
shiming up one of these motors, pull 
off the oil thrower, remove the pin 
from the shaft and insert the shims 
behind the pin hole. Replace the pin, 
and the oil thrower, making certain 
that the oil thrower slot fits over the 
pin. When shims are added in this 
fashion, they revolve with the shaft 
and make no noise. If they are added 
in front of the oil thrower, they some- 
times fail to revolve and thus make 
a scraping noise as the shaft revolves 
inside them. If the motor end covers 
fail to make up easily, don’t force 
them. Check to see that no wires are 
being pinched between the end covers 
and the motor frame, and that the 
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oil thrower slot is over the pin. The 
writer has seen several end covers 
cracked because the serviceman tried 
to force the end covers when the pins 
were out of the oil thrower slots 
When the motor is reassembled, the 
shaft should turn by hand and the 
end play should just be discernable. 

Quite often, d.c. motors cause radio 
interference. Leave the radio turned 
on and detuned from a station while 
trying to eliminate radio interference. 
First try cleaning the commutator. If 
the noise continues, stop the motor 
and examine the commutator for 
burned spots indicating an untrue 
commutator. If the commutator is not 
scored, try connecting a % mfd. con 
denser between each brush and the 
motor frame. On well designed mo 
tors of recent years condensers are 
built into the machine. If the radio 
noise stops. when the condensers are 
installed, and if the motor has built 
in condensers, remove the built in con- 
densers and in their places install the 
test condensers. If there are no built 
in condensers leave the test condensers 
connected to the outside of the motor. 

If the radio noise continues, ex- 
amine the commutator while the mo 
tor is running. If a vicious sparking 
is seen under one brush, stop the mo- 
tor, revolve the motor shaft slowly by 
hand and examine the commutator. 
The mica insulation between two bars 
will be badly burned. This indicates 
that the armature is partially short-cir- 
cuited between these two bars. A tem- 
porary repair can be effected by com 
pletely short circuiting these two bars 
with a drop of solder. However it is 
best to replace the motor when this 
condition is found. 

Static electricity, generated by the 
belt slipping on the compressor fly- 
wheel or on the motor pulley, often 
causes radio interference. The static 
electricity causes radio interference 
only if the motor is insulated from the 
compressor either by a wooden chassis, 
or by a rubber mounted motor cradle 
or by a heavy coating of paint between 
the compressor and the chassis or be- 
tween the motor and the chassis. To 
test for static electricity scrape the 
paint off a spot under a motor bolt 
and off a spot under a compressor 
bolt, and connect the 2 cleaned spots 
with a piece of number 14 wire. The 
writer has cured several noisy jobs 
in just this manner. 

The writer has been subjected to 
severe shocks while working on some 
household refrigerators. The shocks 
occurred each time one hand touched 
the motor while the other hand touch- 
ed the chassis, The shock each time 
was caused by static electricity. Each 
time it was found that a serviceman 
had changed a motor on the job some 
time before the writer serviced the 
job. Because of difficulty in connecting 
the bx cable to the motor lead box 


the serviceman had not connected 
the bx. The motor was mounted 
on a rubber cradle and was thus 


insulated from the compressor. The 
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APPROVED 


i en Oe ee es 
WHO HAVE TAKEN 
ARVIN PROFITS 
FOR 4 YEARS 


Cro 


BY THOUSANDS > ~ 
OF NEW USERS 
MS EVERY YEAR 


K 


200 DELUXE $Q95 IP ' "PTE No. 100 STANDARD $695 
@ Stock Arvin Fan-Forced Electric 
Heaters — show them to your cus- 
tomers! You’ll sell them — you'll 
profit — for every customer wants 
an Arvin! 

Arvin provides comfortable cir- 
culation of warm air in the office, 
bathroom, nursery — wherever 
extra or temporary heat is needed. 
Arvin Electric Heaters are portable 
— handy for the whole family. Their 


sturdy, attractive construction 


' makes them right at home among 

furnishings of living room or office. 

Mothers find Arvin’s gentle heated 

breeze particularly helpful for 

baby’s bath. And baby is perfectly 

safe, for the Arvin fan and heating | 

unit are completely enclosed. Arvin | 

quickly takes the morning chill | 

from the bathroom —a boon to 

early risers. | 
Call your Arvin jobber — or mail 

coupon at the bottom of this page. 


radio reception — requires no attention other than 

a few drops of oil two or three times a year — operates 

on 110-120 volt 60 cycle A. C. Air is drawn in through 

louvers in back —is heated as it passes through the 

nichrome helical-type heating coil — and is forced | | 
| 


Arvin Heaters give absolute satisfaction to every 
user. Cabinets are made of heavy gauge steel — are 
durable, yet not too heavy. Finished in green morocco 
enamel, they look well in any room. And they’re 
safe, even for children, for heating unit and fan are 
both fully enclosed. 

NO RADIO INTERFERENCE — The fan is driven 
by a small inductien-type motor — has no brushes, 
springs, or commutator — does not interfere with 


NOBLITT-SPARKS INDUSTRIES, INC...COLUMBUS, INDIANA 


ARVIN tiecraic wearers 
ELECTRIC HEATERS 


NOBLITT-SPARKS INDUSTRIES, Inc., Columbus, Ind.: Send us full information on Arvin Fan-Forced Electric Heaters. 
Check whether you are Jobber (__) or Dealer (_ ) 


SAbeetettt ye 


out into the room as a gentle warm breeze. 


FANS WARM AIR 





7 
COLO AIR ENTERS 


Approved by leading authorities — 
the Good Housekeeping Institute, 
and the Underwriter’s Laboratory 
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Let’s 
COOPERATE! 


Electrical dealers in the small cities and towns of Amer- 
ica have a most helpful ally in The HOUSEHOLD 
MAGAZINE. Our interests are identical. We have the 
one national magazine that dominantly covers the small 
cities and towns of this country. The circulation of this 
publication is in excess of 1,850,000—87 per cent of 
these HOUSEHOLD homes now have electricity. 


HOUSEHOLD is a woman’s magazine and we do 
not need to tell you that it is the women who influence 
the purchase of electrical appliances. No other publica- 
tion in America has as much circulation and as much 
influence in sinall cities and towns as does HOUSE- 
HOLD. 


If you would like.a sample copy of our magazine, 
just drop us a card. You will see that many national 
advertisers are supporting their small town dealers with 
advertising in this publication. We will be glad to 
supply dealers with the circulation of HOUSEHOLD in 


any county in America. 


The HOUSEHOLD MAGAZINE 


ARTHUR CAPPER, Publisher ¢ TOPEKA, KANSAS 


New York Chicago Detroit Cleveland San Francisco 














ray uf of the Appliance 


/ Vichrome 


Sales results reported by dealers, department stores and 
utilities show a definite trend toward the better quality ap- 
pliances by the purchasing public . . . better profit . . . 


better customer satisfaction. 


“Nichrome” V was déveloped for this demand . . . for after 
all the heating element material is the Life of the Appliance. 


Be sure you are getting the standard of comparison for resis- 
tance material, by specifying on all orders for appliances :— 
“Heating Elements of ‘Nichrome’ V, the Driver-Harris alloy.” 


DRIVER-HARRIS COMPANY 


HARRISON, N. J. 








“Nichrome 
Five 
Keeps 
Heaters 
Alive!” 
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manufacturer had depended upon the 
bx cable to ground out the static elec- 
tricity. Reconnecting the bx cable 
eliminated this hazzard and also elim- 
inated radio interference. 


A B C of Cleaner Repair 


By Harvey Golk 

The servicing of vacuum cleaner 
is a routine job but, like everything 
else, there is a right and a wrong 
routine. The following pointers, 
gleaned from long experience in such 
work, will be useful to men who have 
not handled enough cleaner jobs to 
become fully familiar with common 


faults. 
Cords 

Perhaps the most important item is 
the cord. Manufacturers appreciate 
the fact that cheap cord can’t “take 
it”, hence use quality cord. For this 
reason it is usually better to repair 
the original than to replace it with 
cheap grade cord. If the customer 
will pay for it by all means replace 
cords which are beginning to cause 
trouble with good new ones. We use 
all rubber cord, each conductor being 
made up of not less than 41 strands 
of wire. Sixteen-strand does not, in 
our opinion, give long enough service 
even though it is of the “approved”’ 
variety. 

Caution each customer against 
“pumping” the cleaner like a carpet 
sweeper. Pumping does not improve 
cleaning action and unduly strains the 
cord. 

Motors, Bearings 

When servicing a motor it is good 
practice to wash the housing with gas- 
oline and run a spiral brush through 
the brush holders and bearings. This 
is a sure way to remove gum. Minor 
shorts in the commutator should be 
sawed out when possible with a com- 
mutator saw or hacksaw blade ground 
to the proper thickness. Never attempt 
to turn off shorts in a lathe. It lessens 
the life of the motor too much. 

Assemble the motor without oiling 
to test for bearing wear. Sleeve bear- 
ings should be line-reamed after in- 
sertion. Never use an expansion ream- 
er. Barrel or swivel type bearings can 
be reamed with a straight reamer 
either before or after insertion. If line 
reamers cannot be obtained from the 
vacuum cleaner manufacturer they can 
be made by using a stock “Rose” (in- 
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expensive long shank reamers) reame 
of the proper size. The shank part of 
the reamer must be bushed with steel 
or brass tubing and then turned to the 
size desired. In some cases where one 
bearing is of smaller size than the 
other, the reamer shank may be large 
enough to be turned to proper size 
without bushing. 
Bags 

Bags that leak dust should be re- 
placed. To test for back pressure 
(clogged pores) run cleaner on bench 
and squeeze bag shut at the intake. 
This should cause a perceptible de- 
crease in motor speed. It it does not 
the bag is clogged. Or the fan cham- 
ber may be filled with lint. 

Never wash a bag. Some are chem- 
ically treated and washing may des- 
troy the chemical. 


Belts 

On motor driven brush cleaners the 
belt should not slip when both hands 
are held against the floor brush at the 
nozzle. 

Rubber belts will age even when 
not in use. When putting in a fresh 
stock it is good practice to push the 
old stock up ‘-ont in the bin or 
drawer so that it will be used first. 

Stationary or revolving brushes 
should protrude slightly beyond the 
nozzle. Some cleaners have adjust 
ments to raise ér lower the floor brush. 
When replacing a brush in such ma- 
chines always move the adjustment 
to its original position and be sure 
the brush rotates in the proper direc- 
tion. 

Fans 

Suction fans that have chipped or 
broken blades will vibrate and should 
be replaced. If replacement cannot be 
made from stock and the fan has to 
be ordered a temporary repair may be 
made by breaking off a like amount 
of material from opposite blades of 
the fan. The series characteristics of 
the motor will compensate with in- 
creased speed to offset the loss of 
broken blades, however. But this is 
not advisable as a regular thing and 
cannot be done successfully where the 


WeE Pay For THESE 
Service Section in January many teaders have expressed 
interest. “Keep up the good work,” they write. 
Thanks for the encouragement. We sincerely appre- 


ciate it. But may we suggest that more of you “say it 
with copy.” This is your idea exchange. Use it to swap 


practical repair experiences. 


We pay for all accepted items, of course. And they 
needn't be literary works of art. We'll re-write if neces- 
sary. That's what the Editor is for. 


Shoot your suggestions along to: ELECTRICAL MER- 
CHANDISING, 330 West 42nd St., New York City. 
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American 
BEAUTY 


THINK OF IT! 


AN “EASY TOUCH” WRINGER 
ON A WASHER RETAILING 


x 59° 


Greatest Invention Since 
Electric Clothes Washers 








THE COMPLETE AMERICAN 
BEAUTY LINE INCLUDES 
4 “PRICE” MODELS 
6 “CLASS” MODELS 


with real features — real “gadgets” that 
justify the price steps— and when you 
demonstrate the American Beauty “EASY 
TOUCH” wringer you “squeeze out” the 


last bit of “sales resistance”! 


IT HELPS MAKE SALES 
THAT CARRY PROFITS! 


Write for full particulars ot the American 
Beauty dealership. Decide NOW to wind 
up 1935 with your washer sales “going up 
and in the BLACK”! 


GETZ POWER WASHER CO. 


935 Walnut St. Morton, lil. 
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fan has an uneven number of blades. 
Reversed Motors 

A motor which runs in the wrong 
direction is sometimes found. The 
proper direction of rotation is illus- 
trated in the accompanying sketch. 
Motors running in the wrong direc- 
tion sometimes appear to be function- 
ing properly but will develop very little 
suction. Trouble is usually due to re- 
versing of field coils,-or rewinding of 
armature without careful notation: of 
the direction of the winding, or the 
position of the leads with reference to 
the commutator. 

To change the direction of most 
vacuum cleaner motors the simplest 
method is to transpose the brush 
holder leads. Motors running counter 
clockwise have right hand threads or 
nuts on the armature shaft or fan. 
Motors running clockwise have left 
hand threads or nuts on the armature 
shaft or fan. 


Wringer Roll Replacement 


By S. R. §. Plymouth 
It has been common practice to 
replace worn old style wringer roll 
parts (shown in illustration) with hex 


Th slapelt) Cadi) 


Old Style 





New Style 


sleeves and special bearings and often 
new reverse shafts. 

Remove old reverse shaft with hex 
coupling and replace it with a new 
assembly fitted with slotted coupling. 
Fit the hex end of the wringer roll 
shaft to the slot in the coupling by 
grinding two opposite sides flat to 
fit snugly, retaining the same center 
as before. 

The. slotted coupling gives more 
bearing surface than the hex and a 
sharper angle to hold securely and 
wear longer. Also, the change over 
costs only about half what it would 
using the old method. 


How to Check Charge, Test for 
Air in Refrigeration Systems 


By Theodore I. Glou 

The successful operation of refrig- 
eration mechanisms is dependent upon 
three factors: 

1. Selection of good mechanical 

equipment. 

2. Proper installation, and 

3. Proper charging and purging of 

air. 

Most equipment is selected by en- 
gineering or sales departments that 
know their business. The installation 
man likewise usually does a good job. 
But when installations are turned over 
to the service department the impor- 
tance of correct head pressure and 
proper purging is too often minimized. 
Expansion valves, flappers, floats, and 
even entire compressors are quite fre- 
quently condemned when the entire 
trouble is simply an improper charge 
or air in the system. 

Pressure - temperature charts are 
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wtw ADILLACIS 
ADVERTISED 
IN MAGAZINES TO) HOMES 


‘CADILLAC 








MOTOR DRIVEN BRUSH 





VACUUM CLEANER 
@ For a QUARTER CENTURY 
the Name Cadillac has stood as 
a Mark of Quality in the 


Vacuum Cleaner Field 


4,500,00 


Mothers and Housewives 


— see Cadillac advertised in their favorite magazines. 
In those publications that hold most interest for 
home-keeping folk Cadillac now stops over 4,000,000 
readers—with the advertising thought: The Child's 
First Playground is the Floor. Is your Floor Clean? 
This new sales-appeal is drawing increased in- 
quiry for Cadillacs—and Cadillac's new models and 
modern price appeal are winning sales. Ask your 
jobber or write to us for dealer prices, today. 


@ Sold only through Reliable Jobbers and Dealers everywhere 


CLEMENTS MFG. CO. 


6650 South Narragansett Ave. 














$49.50 — $39.50 
and $29.50 





Fullest Line of 


DEALERS 
HELPS... 


FREE! 
Window Display 
Material 
Imprinted Cir- 
culars 
Posters and 
Counter Cards 
Advertising Cuts 
and Mats 
Ask for Them 














CHICAGO, ILLINOIS 
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@ We've had occasion to get pretty well ac- 
juainted with \. Tracted Calorie, the hero 
f several of our prey tous advertisements. X. 
loesn’t like to work any harder than the 
next fellow. He's strong for our effort to help 
versbod, understand how much faster 
water freezes in travs and erids of Aleoa 
\luminum. 

\. savs that you just have no idea how 
eaver a calorie 1s to get out of a tray when 
}. Wellington Mixem turns on the old com- 
pressor. \. says that when he finds himself 
in an Aluminum tray, it reminds him of being 


im a jail without any bars. The way out ts 


THE FIRST DUTY OF \ 


\ 


, 2Ol re 
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TRAYS 1S TO FREEZE 


and we let it go at that 


naturally easy! We told him that was because 
Nature had made Aluminum such a superior 
conductor of heat. 

We asked our artist to make a sort of 
candid -camera picture of how pleased J. 
Wellington Mixem looks when he finds his 
we cubes frozen so quickly. While he was at 
it. he did one of our friend X. Tracted Cal- 
ore, perched on an ice cube tray of Alcoa 
\luminum and looking very pleased with 
himself. X. was so proud of his own picture, 
we both decided to let it go at that. aLumi- 
NUM COMPANY OF AMERICA, 1860 Gulf Build- 


ing, Pittsburgh, Pennsylvania. 


FAST 








mUnVERNEUnY 








ECONOMICALLY | 





available trom manutacturers of re- 
frigerants. Most servicemen carry (or 
should) head pressure gauges and 
thermometers. So, by getting the cor- 
rect operating pressure, determined by 
the temperature of the cooling medi 
um, the average serviceman readily 
checks the charge. However, there js 
some possibility of air in the system 
and this is not so easy to check as the 
presence of air in a system may give 
the proper reading on a gauge even 
though there is too little refrigerant. 

To tell whether or not air is pres 
ent the off pressure should be taken 
after the machine has been idle for 
at least a half hour. If air is present 
the idle gauge reading will be high 
and the system should be purged until 
the reading corresponds with the pres- 
sure of the particular refrigerant used, 
as shown on the temperature-pressure 
chart. Then, re-check operating pres- 
sures. 

This method has been 100 per cent 
successful for us. It avoids later seri- 
ous repair jobs as air in the system 
eventually breaks down the oil, caus- 
ing carbon deposits to block filters 
and corrode needle points. 


Hot-Plate Element Repair 
By C. F. Henry 

When electric stove or hot-plate 
elements of the two or three heat 
variety, employing several elements, 
haye one winding burned out it is 
generally a good plan to rewire the 
entire job, especially if the wire shows 
signs of being fairly old. Most resis- 
tance wire gradually scales and deteri- 
orates, increasing its resistance and 
consequently reducing heat. New ter- 
minal bolts and washers should also 
be used when repairing such units. 

Broken or cracked clay elements 
can be repaired with plaster of paris 
where it is dificult or impossible to 
secure complete replacements. 


Heating Pad Trouble-Shooting 
By H. Cortland 

Electric heating pads can usually 
be repaired with little trouble. Open 
the end of the bag where the cord 
enters and check for open circuit with 
an ohmmeter of the radio testing var- 
iety between various thermostat blocks. 
The open section can be readily de- 
tected and in nine out of ten cases the 
break will be found at a soldered 
connection. Unwind two or three 
turns, clean wire thoroughly and 
make a good mechanical connection, 
then solder. 

The heat dissipated by such appli- 
ances is not great, usually around 
55-60 watts, and I have found com- 
mon solder to be ok. 


Common Cleaner Cord Break 

The cord from the motors of some 
makes of cleaners, such as the Apex, 
Royal and Bee-Vac, also certain Hoo- 
ver models, is carried to the switch 
through the open end of the handle. 
When the handle is dropped the wire 
is frequently pinched, resulting in fre- 
quent breaks. 

Drill a 14-inch hole in the side of 
the handle facing the motor, about an 
inch above the bottom, insert a soft 
rubber bushing and carry the cord 
through this new hole instead of the 
original opening. Broken leads at this 
point will not again occur. 
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MAKES and MODELS 


ROSS (Washer) Wringer only 
works one way... Look for broken 


vars on wringer reversing clutch. 


. a. ms 


WAYTAG (Washer) Noisy and 

it times stops and then starts again 

Examine rack bar of main tub 

tor broken, cracked or worn teeth. - 
. 2.5 


LHLOR (Washer) Noisy, agitator 
uns unevenly .. . Examine segement 
year for broken teeth or cracked gear 
tace.-S. R. S. 


1900 (Washer) Tub leaks .. . 
Pack new packing into stuffing box 
n center of tub and be sure to clean 
out the old packing thoroughly. 

5. R. S. 

SEARS-ROEBUCK, WATER 
WITCH, KENMORE (Washers) 
Bad knock, machines do not run 
smoothly . . . There are two adjust- 
ments under these machines on which 
a nail set or a heavy nail and crescent 
wrench should be used. Unscrew lock 
nut and insert nail through hole in 
end of shaft. Turn carefully clock- 
wise, with the machine running. If 
noise increases back away for smooth- 
est adjustment. Machines don’t run, 
motor smokes, perhaps blows fuses . . . 
If motor itself is ok trouble is gen- 
erally due to locking of agitator as- 
sembly. Sometimes the assembly may 
be loosened up with penetrating oil. 
If bad, replace agitator post. Leaks 
oil .. . Although it may not seem so, 
oil invariably leaks from the point 
where the motor shaft enters the gear 
case. It then creeps along the bottom 
of the case and drops from some point 
removed from the original leak source. 
The only cure is to repack with good 
packing around the driving shaft. 
Stretch out springs a little before re- 
placing packing gland. Fill with oil 
and check before running machine, 
even for a few minutes as the inside 
may be almost bone dry. Medium 
motor oil if good grade is ok. Quan- 
tity should follow manufacturers’ di- 
rections.—E.P.W. 


r'IIOR (Washer) To remove agi- 
tator stuck on post... If heating fails 
to loosen it knock off the top metal 
cap of the agitator. Cut three short 
wooden wedges and drive them in 
under the bottom of the agitator. Tap 
the driver shaft on top with a soft 
metal punch until the wedges loosen 
up. Drive the wedges further in and 
repeat this process until the agitator 
is released. Dress down the square 
driver head and the inside of the agi- 
tator and replace.—N.E.D. 


THOR 25, 28 and 32 (Washers) 
Reverse nut throw piece on end of 
threaded shaft breaks, or comes un- 
rivetted . . . Almost invariably due 
to overloading of the machine but 
may be overcome by adding one or 
two extra springs on the reverse nut it- 
self. Add either one or two of the 
long, flat springs on each side of the 
reverse nut and this will give enough 
tension to take the extra load without 
letting the reverse nut run right up to 
the end of the thread where it forces 
against the throw piece.—N. E. D. 

WESTERN ELECTRIC 
(Cleaner) Motor noisy . . . Examine 
rivets in motor suction fan for loose- 
ness.—S.R.S. 
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FITZGERALD 


MAGIC 
MAID 


col | 


118% 
with 

JUICE EXTRACTOR 

Denver & West $19.95 


$1722... 


JUICE EXTRACTOR 
|Denver & West $18.50 


NEW 
LOW 
PRICE 


plus advanced 
features means 


GREATER SALES 


Once Magic Maid 
way to greater sales opportunities in 
held! At its all-time 
$18.95, complete with 
this nationally 











again shows the 


the mixer new 
low price of 
juice extractor adver 
tised and widely popular mixer opens 
market for 


Millions of women who have delaved 


up an ent rely new you. 
buving a mixer will now take advan 
value—the 
greatest buy in the mixer field today. 

In addition to attractive price, 
Magic Maid offers outstanding ad- 
vantages. No other mixer has ail its 
teatures. 


tage of this striking new 


ad\ am ed 


Complete swing over of motor permits 
4 positions for quick attachment of acces 
sories Can be raised for beverage 
Portable for use at 


mixing ‘ 
Wide base and low position of motor in 


stove 
juice extracting prevent tipping . Two- 
position, handle Dual 
platform permits change 
from large to small bow! without changing 
platform With Magic 
4+-position construction, it may be 
8"-high pantry or 
modern homes. It 
special cabinet 


easy -balance 


disc revolving 


position of 
Maid'’s 
placed on the iverage 
cupboard shelving in 
isn't have a 
for Magi 

Modern in design, exquisitely finished, 
with highest quality opaleseent bowls, 
Magic Maid has the eye-value that speeds 
sales 

Backed by advertising in leading 
women's magazines reaching over 7 
million bomes 
Magic Maid, 
new low price, point out its exclusive 


You should 


than triple vour mixer sales 


necessar to 


Maid 


Display teature its 


advantages more 


Write for attractive window display 


and other dealer helps 


THE FITZGERALD MFG. CO. 
TORRINGTON, CONN. 
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STEERING MEN 





supervisional direction, following up 
on prospects thus created. Sales have 
been tremendous. Salesmen have of- 
fered to pay McGinnis for the priv- 
ilege of staying with the travelling 
display longer than their allotted time. 
And, best of all, price cutting has not 
been noticed in any way as a prob- 
lem with which to contend. 

Simply expressed, the entire super- 
visional responsibilty is merely to 
cause each salesman to “see more peo- 
ple and tell them more effectively.” 
Without supervision, the average sales- 
man is fortunate if he is able to see 
an average of five people each day 
five that are worth seeing, 1 mean. 
With supervision, he should be able 
to see ten. Without supervision he 
may have an efficiency index of 20 
per cent where, with it, his effective- 
ness should be doubled. Careful analy- 
sis of the performance of 1,684 men 
selling refrigerators and washers di- 
rect to the home, indicates that they 
spend slightly more than 4 hours each 
day facing the buyer. Proper supervi- 
sion should increase that. Why? Sim- 
ply because it is the function of the 
supervisor to provide prospects and 
direction which, otherwise, the sales- 
man has to create himself, and few 
ot them do. Further, it is a supervi- 
sional function to keep a record system 
that will guarantee a timely and ef- 
fective call back process ; an important 
activity which salesmen constantly 
neglect. 

Behind this simple definition of su- 
pervision, my conception of its scope 
is that of being responsible for proper 
training, assignment of prospects, ap 
proach mailings, systematic daily ac 
tivity and closing support. Those are 
the cardinal five points which should 
be constantly watched in the direc- 
tional procedure. 

The supervisional responsibility in 
training should, undoubtedly start 
with the enlistment of the salesman. 
1, for one, believe the supervisor 
should hire his men. In fact, the 
smartest thing for a merchant to do 
is to hire a supervisor and give him 
the immediate responsibility of enlist 
ing a crew that will work with him. 
After enlistment, there is a period of 
digestion in which the supervisor 
should work side-by-side with the new 
salesman on the field. Training in 
front of the prospect is always more 
valuable than endless office discus- 
sions. And the supervisor who shows 
a new man how it is done and signs 
an order from which he gains the 
commission, has demonstrated to that 
salesman in an undeniable way that 
profitable sales and earnings are pos- 
sible. After such digestion, the train 
ing should be continuous from week 
to week. Each morning the supervisor 
should assemble his crew, go over the 
previous days activities, clear orders, 
assign prospects, give some single 
training point and some example of 
success out of the experience of the 
group. And this daily sales meeting 
should not be held at the store, unless 
the group is active in floor selling. 
Make the group report to the super 
visor on the field; giving a new city 
block location for meeting each day 
if possible. Little daily incentives are 
possible such as lunch money for the 
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crew member who gets the most or- 
ders or who makes the highest num- 
ber of bonafide approaches during the 
morning. 

Personally, 1 do not believe in cold 
canvass unless some dramatic travel- 
ling demonstration such as that of 
Dale J. McGinnis is used. Rework- 
ing satisfied users for prospects will 
keep any crew hustling. There may 
be a need of cooking schools, store 
demonstrations or special stunts to 
get a new batch of prospects at times. 
But, by whatever means, it should be 
the supervisor's responsibility to hand 
each salesman at least ten prospect 
cards each day, all within easy reach 
and to all of which some introductory 
literature has been sent. 

These four supervisional activities 
are not new at all. In fact, it is doubt- 
ful if anything new can be discovered 
about supervision. The great need is 
to see that these old rules are being 
applied by each supervisor. And to 
the extent they are, the crew will be 
successful. I know a crackerjack in 
Cincinnati, about the most clever su- 
pervisor in the country, who has suc- 
ceeded in getting remarkable produc- 
tion from his men by confining him- 
self to these old principles. And I 
know a fledgling supervisor in Mil- 
waukee, entirely too well educated 
and hungry to get a chance to use his 
slide rule, who is flopping terribly 
because he is busy originating new 
directional technique or figuring out 
analytical percentages rather than be- 
ing out there, grunting and sweating 
with his men. 


I have purposely deferred the fifth 
and most important supervisional ac 
tivity until the last because I feel that 
if it, alone, is done well nothing else 
particularly matters. And that is a 
system of daily activities for each man. 
The best way it has ever been worked 
out, to my way of thinking, is found 
in the Hoover “100 Point Per Day” 
plan. The principle is adaptable to 
any product, any salesman or any type 
of operation. The object of this plan 
is to assure a full and varied day of 
real sales activity per salesman by as- 
signing a certain point schedule to 
each type of activity, based upon the 
time required to execute it, and see 
that the salesman creates at least 100 
points of total activity each day. Point 
values are given to such activities as 
canvass call, user call, telephone call, 
morning meeting, home demonstration, 
store presentation, call back, etc. The 
time required to perform each is care- 
fully estimated and divided into a 
ten hour day of activity to ascertain 
point values. Then, it is up to the 
supervisor to see that a total daily 
effort of 100 points or better is at- 
tained. Daily or weekly incentives, 
either in cash or merchandise prizes, 
should be offered to pass this daily 
activity total. 

I'll guarantee any crew superviso1 
this: work out such a daily activity 
plan on a point basis; see that it is 
understood by the crew; offer incen 
tives to pass that amount of daily 
performance; take care that all pros 
pects are followed energetically; the 
supervisional job will then be well 
done 


| 








eres, 

THESE CLEVER 

LITTLE FELLERS 
SELL 


THEMSELVES 


*PYREX TOP 
FUSE PLUG 


- 
: 


TWIN TAP 


~ 


TRIPLE TAP 


HEATER 
CORD SET 
WITH 
UNBREAKABLE 
PLUG 


TEXTOLITE 
FUSE PLUG 


HANDY-PULL 
HEATER 
PLUG 


Put these “Little Fellers’’ to work for 
you. Every customer that enters your 
store needs them. They are used 
everywhere: in homes, stores, offices, 
factories. 


Make up a counter display of all these 
items: fuse plugs, heater cord sets 
twin and triple taps, etc. They are 
attractively packaged take up 
little space. 


You obtain even better results by 
using a massed window display in ad 
dition to the counter display. These 
“Clever Little Fellers” pull customers 
right into your store . . . give you 
the opening to sell higher-priced ap 
pliances . . make possible TW0 
PROFITS. For complete information 
see your G-E Merchandise Distributor 
or write Section D-199, Merchandise 
Department, General Electric Com 
pany, Bridgeport, Connecticut. 


Reg. VU. S. Pat. Off 


GENERAL @ ELECTRIC 
WIRING DEVICES 


MERCHANDISE DEPARTMENT 
GENERAL ELECTRIC COMPANY 
BRIDGEPORT, CONN. 
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A FLASHLIGHT THAT 

LOADS LIKE A RIFLE! 
No detachable parts. Lens hous- 
ing and bottom cap poll out 
smoothly on brass slides. Noth- 
ing to enscrew! When new 
batteries are needed, you give 
the bottom cap a slight twist 
-and it springs out on the 
slides, The batteries go im like 
shells im » breech-loading rifle. 


No. 2354 — 3-cell 


batteries — $2.45. 


TWO TYPES OF LIGHT. ..AT 
A TOUCH OF YOUR THUMB! 
The new Light Selector pro- 
vides instant, one-hand selec - 
tonofeither a piercing“ =pot™ 
or « broad diffused beam. 
For the first time, you can 
focus the light with one hand 
while you hold it on the ob- 
ject you want to see! 


No. 2253 — 2-cell Eveready Masterlite. 400- 
ft. range. Size 7'4 = 24%. Uses 2 No. 950 
Eveready Batteries, Eveready Mazda Lamp 
No. 1161. Retail complete with Eveready 
batteries — $1.95. 


Masterlite. 700- 


ft. range. Sime 10 « 254. Uses 3 No. 950 
Eveready Batteries. Eveready Mazda Lamp 
No. 1162. Retail complete with Eveready 


NEW “CANDLE-LIGHT” TOP 
By jurt pulling the lens hous- 
img out on the slides and 
standing the light on end .. . 
you have acandle hight which 
illuminates 2 room, yet 
leaves both hands free. The 
light can be regulated . .. soft 
and diffused for use as a might 
light, or bright enough to 
thread a needle! 












< 











THE MOST REVOLUTIONARY 
CHANGE IN FLASHLIGHTS 
IN 40 YEARS! 


Nor since the first Eveready Flashlight was introduced has there been such 
a complete improvement in portable lights. Two years in development, entire 
ly new in design and function, the new Eveready Masterlites represent a 
distinct departure from any flashlight ever made. 


THE TABLE MODEL 
A soft night-light... 


Merely lifting the glass dome 
with the Gnger-tipe turns on a 
soft, diffused glow. A lumi- 
nous lustre makes the dome 
easy to find im the dark. 


Lights as new, attractive and superior as these will almost sell themselves. 
But, in addition to their own sales appeal, they will be backed by full-page 
advertisements in leading national magazines. Aluminum ink will be used to 
bring out the real beauty of the new designs. 

The advertising will break during the first two weeks of December, and so 
will hit the flood-tide of Christmas shopping. Also, special seasonal display 
pieces will be furnished to help your store get its share of the Eveready Master- 
lite Christmas gift business that is sure to come. See the special deals on the 
opposite page .. . and call your jobber today! 


NATIONAL CARBON COMPANY, INC. 


GENERAL OFFICES: NEW YORK, N.Y. BRANCHES: CHICAGO, SAN FRANCISCO 
UNIT OF UNION CARBIDE UCC] AND CARBON CORPORATION 


--- oF a bright, searching beam! 


Pick up the Table Modei—and a bril- 
liant, 400-ft. beam of light shoots out 
from the bottom. The same lamp which 
illuminates the dome supphes the spot- 
light im the base. New, attractive, practi- 
cal... it's sure to be one of the most 
popular Christmas gifts of the season! 








4 


“WAIR-TRIGGER” SWITCH 
You just touch the switch and 
the light is on! And instead 
of pushing a «lide-switch as 
before to get a “‘locked-on™ 
light. . . you just flick your 
thomb forward and 1's dene! 


No. 2238 Eveready Masterlite, table 
model. Combination table light and 
flashlight. Range of spotlight 400 
feet. Finished in chromiam and 
black. Size 4" in diameter by 3%" 
high. Uses 2 No. 935 Eveready 
Batteries. Eveready Mazda Lamp 
No. 1161. Retail complete with 
Eveready batteries—$2.50. 








YOUR OWN IMITIAL, 

RIGHT ON THE CASE! 
The owner may replace the 
trade-mark plate with a hand- 
some one bearing his own ini- 
tial. This will make Masterlites 
even faster movers this 
Christmas. 
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Call your wholesaler TODAY! 


—and ask him about these two new deals which will provide 
you with a stock of the new Eveready Masterlites, and sales- 
making counter displays. 


Deal No. 38 consists of 3 
Eveready Masierlite table 
models No. 2238 and a most 
unusual demonstrating coun- 
ter display of a type which 
will really sell lights for you 





Deal No. 53, provides 2 No 
2354 and 3 Ne. 2253 Eve- 
ready tubular Masterlites 
and a particularly beautiful 
counter display which clear- 
ly shows the features of these 
new lights. 
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PERMANENTLY PROFITABLE BUSINESS 



































































Kitchen feed, 


large ash pan. Entire front is con 


Heater has front 


cealed by the attractive porcelain 


ename le d door 


No. 8540 L&H ELECTRIC 


COMBINATION RANGE WITH 
BUILT-IN KITCHEN HEATER 
A complete electric range, with 
four Airspeed top units, automatic 
temperature controlled oven and 
return flue kitchen heater, built 
into one compact unit for limited 
space —only 34” overall width. 
Having all of the features de- 
manded by the present-day house- 
wife it provides, in addition, the 
convenience of the built-in kitchen 
heater for quick disposal of kitchen 
trash at all times or for extra heat 
when desired by burning coal, 
wood or coke. Made with Back- 
guard (as shown) or with High 
Shelf. Time control can be added 
at any time. 





ELECTRIC 
RANGES 


L&H experience, reputation and fa- 





cilities assure you and your custom- 
ers of consistently satisfactory service 
from these ranges—styles that smack 
of practical, artistic designing, com- 
bined with precision manufacture and 
perfect performance. A complete line 

—a step-up line... and here are two 
outstanding models. 

Investigate the L&H line of qual- 
ity built ranges—smart styling, lus- 
trous new porcelain enamel finishes, 
enhanced by sparkling chrome trim 

-and all the handy, modern, use- 
ful convenience features that tempt 
today’s buyers. Wire or write for 
the complete facts about the new 
L&H line 





The No. 8500 LGH Electric Range with Time 
a-Ture provides completely automatic operation 
combined in one unit-Clock: Temperature Con- 
trol, Time Control and Time Selector Switch. 


A. J. LINDEMANN & HOVERSON CO. 







MILWAUKEE, WIS. 
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CHICAGO + 


SAN FRANCISCO 





SELLING 


on the 
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tume the meter is delivered, a pan 

phlet entitled “They Can See in th 
Dark” and other literature is lef; 

explaining the use of the meter, |; 
the customer will not even accept the 
loan of the meter, a pamphlet is let; 

together with a lighting tape measure 
Bills are later checked to see whethe; 
any increase in load is to be noted 
Results show that a reflector lamp 1s 
sold for three out of every four calls 
made by lighting demonstrators and 
that capacity of lamps and total light 
ing load is materially increased. Sale 
of portable or floor lamps is referred 
to Fresno dealers. For the filling oj 
empty sockets the girls carry a stock 
of lamps of different sizes, asking the 
customer at the time of the sale from 
what dealer she ordinarily obtains he: 
lamps. Replacement of the demonstra 
tor’s stock is then made through tha 
dealer, thus passing on the business 
to its usual source. 


School Lighting Tests 
in San Diego 


San Diego schools are making a 
series of lighting and reading tests to 
ascertain the effect of different types 
of light on the eyes of pupils 
These tests are made by the teachers 
themselves, after consultation with 
A. 1. Benedict, lighting sales engineer 
of the San Diego Consolidated Gas 
& Electric Co. Resulting modifications 
in school lighting will thus be the re 
sult of the impartial tests by which the 
teachers will have convinced them 
selves of the need of better light 


Dealer Cooperation in 
Utah Light Campaign 


Results of last year’s Better Light 
Better Sight Campaign as conducted 
by the Utah Power and Light Com 
pany, together with cooperating deal 
ers have recently been published by 
the dealer coordination department ot 
that company. Total sales for the 
period include : 


6,960 study lamps 

2,223 retlector-type lamps 

1,384 pin-it-ups and lamp socket e. 
tension fixtures 

7,413 miscellaneous bridge, floor 
and table lamps 

There were given 3,056 demonstra 
tions in homes by 9 lighting 


advisors 
Commercial jobs closed numbered 
707 
Sales VOLUME oo.ccccccconnnneee $226,363 
Kw. added load ccc 3,423 


Of these sales, the company partict- 
pated in the sale of study lamps, pin 
it-ups and lamp socket devices; the 
remainder may be credited to dealers 
Employees of the power company 
were given lectures and printed ma 
terial on the “science of seeing”, and 
were urged to make free trial of the 
study lamp at home in order to learn 
its advantages at first hand. They 
were allowed a commission on the 
sale of equipment, plus a free lamp 
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jor the sale of ten or more lamps to 
customers. 

Analysis of the figures indicates that 
the study lamp is worth $2.15 per year 
in additional revenue to the power 
empany and that the reflector lamp 
results in the use of $5 of additional 
power annually. On this basis, it is 
figured that every call made by one 
of the lighting demonstrators resulted 
in $4.20 in increased volume per year. 


Preliminary to a 
Lighting Drive 

Preliminary to a drive on domestic 
lighting, the Puget Sound Light & 
Power Company of Seattle, Wash., 
started with a campaign addressed to 
employees and dealers. The first act 
of the group of young women under- 
taking this work, following their 
training, Was a ing tour to the 
establishments of all dealers, whole- 
salers and manufacturers interested 
in home lighting equipment. | 
thus became thoroughly acquainted 
with the available stocks and also 
had an opportunity to talk over 
the program as outlined with those 
who were asked to cooperate. A direct 
by mail statement of the company’s 
plans and policies was also addressed 
to dealers in the Puget Sound terri- 
tory, giving them information as to 
the approved I.E.S. lamps and as to 
the advertising schedule which had 
been adopted. Dealers were asked to 
cooperate in this program. This dealer 
contact enabled the girls later intelli- 
gently to refer customers to the vari- 
ous stores according to the expressed 
preference of the householder or the 
type of lighting equipment needed for 
the adequate illumination of the home. 

A tie-in was also made at this time 
with optometrists and eye specialists, 
offering to them the service of the de- 
partment for a follow-up contact with 
patients, educating them in the value 
of better light for the preservation of 
eyesight. 

The employees of the company 
formed the first block of the “public” 
who were contacted. Meetings of em- 
ployees were held at which the prin- 
ciples of good lighting were stressed ; 
4 letter writing contest on “What 
Better Lighting Means in My Home” 
was instituted, with I.E.S. lamps as 
prizes, and demonstrations were given 
of the equipment and of the work 
of the new department. Appointments 
were then made with employees for 
lighting surveys of their homes, with 
opportunity offered for a trial use of 
the approved lamps. As a result of 
‘is program, many improvements 
were made in the lighting of em- 
ployees’ homes and, in addition, pros- 
pects among friends of the personnel 
were developed, with the result that 
‘3.5 of the initial home lighting calls 
‘0 customers’ homes came from em- 
ployee leads. The intelligent interest 
taken in the program by all employees 
and the united front offered to the 
public with the opening of the light- 
ing drive were unquestionably import- 
tant factors in its success. 


ELECTRICAL MERCHANDISING ~— SEPTEMBER, 1935 
























the mark of a 


GOOD WASHING MACHINE 
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Judge a washing machine by any standard you 
choose—but first, look to the motor. If it has a 
Sunlight motor, you may be sure that it will oper- 
ate dependably. For Sunlight motors are designed 
with care and built with precision—by men who 
have been in the motor-building business for e! 
more than twenty years. Sunlight motors deliver : 
the kind of performance that manufacturers % 
want their washing machines to give. That is 
why Sunlight motors are used by the majority of 
washing machine manufacturers . . . why Sunlight 
motors are the mark of good washing machines. 


SUNLIGHT ELECTRICAL 
COMPANY, Warren, Ohio 
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ELECTRIC TEA KETTLE 


With Holiday 
Gift Package 


The newest in modern gift appliances — Speedmaster Electric Tea 
Kettle — brilliantly designed in the streamline manner, and be- 
yond question the most convenient way to boil water in a jiffy. 

You can’t beat the Speedmaster for appeal or practical useful- 
ness—a dozen times a day in every home. It has a capacity of 5 
pints and will boil 2 pints of water in less than 6 minutes. Trigger 
on handle opens spout cap when filling or pouring; a gentle 
whistle reminds you when to shut off the current. 


Packed in attractive gift box, the Speedmaster 
retails for $7.50. Dealer's cost $5.00 F.O.B. West 
Bend. Ask your jobber or write us for nearest 
distributor! 


WEST BEND ALUMINUM COMPANY 
DEPT. 89 __WEST BEND, WISCONSIN 
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“ ” 
COLD FACTS 
No. 10 
Put Flexible Rubber Trays and Grids on your sales force. They help you” discover” new prospects. 
And be sure to INSIST that all models of the retrigerator you sell come factory-equipped with these 
modern conveniences. Write to your manufacturer or direct to us. The Inland Mig. Co.. Dayton. O. 


~~ - 


Prospect: “ Yes—I do have an 
betore rubber trays!” 

Salesman: “Then you no doubt need a new one—such as mine—right 
up-to-date— including Flexible Rubber Trays.” 


Flexible Rubber Trays and Grids 


ARE NOW STANDARD EQUIPMENT ON 90°. OF ALL AMERICAN MAKES 
OF AUTOMATIC REFRIGERATORS, AND MANY FOREIGN MAKES 





But it was born 
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Bread Upon 
Waters 


CONTINUED FROM PAGE 25 


ination, (3) adequate intensities of 
light for comfortable seeing, and (4) 
reflecting surfaces of walls and ceil- 
ings painted for maximum efficiency 
and comfort. 

Three other major activities have 
been part of the Better Light-Better 
Sight movement—the organization of 
Sight Saving Councils, the tours of 
the traveling lighting schools, and the 
promotion of portable lamp “fitting 
rooms” by department stores and oth- 
er dealers in sight-saving lighting mer- 
chandise. 

The Sight Saving Council idea is 
almost a joke on the Better Light- 
Better Sight committee. We had been 
advocating in a hazy way the organi- 
zation of local Better Light-Better 
Sight Bureaus, without any very def- 
inite idea of what they would do other 
than promote the movement through 
local co-operation. Jack North, presi- 
dent of the Electrical League of Cleve- 
land, caught the idea on the first 
bounce, discussed it with some of the 
lighting and civic leaders of the city, 
and found that they had long been 
thinking right up the same alley. A 
practically perfect scheme of organi- 
zation was evolved and the Sight Sav- 
ing Council of Cleveland became the 
model for the more than 100 similar 
organizations which have since been 
formed throughout the country. The 
record of the Cleveland Council at 
the end of its first year reveals :— 

Sight-saving talks by trained speak- 
ers to 139,498 people in 517 groups; 
distribution of 298,283 sight-saving 
booklets, 734 articles in city and sub- 
urban newspapers aggregating 6,693 
column inches of text and 356 pic- 


tures. 
7. - * 


The traveling lighting schools sup- 
porting the Better Light-Better Sight 
movement are an outstanding example 
of enlightened selfishness. General 
Electric picked some 20 people from 
its engineering and sales promotion 
departments, trained them carefully, 
equipped them like theatrical road 
companies with complete stage settings 
and demonstration equipment, and 
booked them over the country under 
the sponsorship of friendly utilities 
and electrical leagues. Talk about your 
medicine shows! These lads and lassies 
packed them in from Minneapolis to 
Miami, from Boston to Hollywood 
They carried the sight conservation 
message to 8325 key people from 1037 
cities—utility employees, electrical con- 
tractors, electrical wholesalers, archi- 
tects, interior decorators, department 
store personnel, optical men, educators 
and public officials. 


And now, to summarize commer- 
cial results. Accuracy is impossible be- 
cause reports are fragmentary; how- 
ever, we pretty definitely know the 
following :— 

MERCHANDISE SALES: Above 57 
companies sold in empty socket cam- 
paigns 8,958,247 lamps. 

133 companies sold 104,089 study 
lamps—total sales 525,000. 
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CANDLE FLAME LAMPS 


To Boost Profitable 
Lamp Sales... 


@ The only small lamp producing o 
candle flame effect that fits in a regular 
socket — standard or candelabra type. 

National advertising is creating a de 
mand among home owners, funeral di 
rectors, hotels, restavrants, decorators, 
and others. 

Furnished in clear, flame tint, frosted, 
or candle flame finishes. 

Sample will be forwarded for 25< with 
your inquiry. Mention jobber's name 
when writing. 


NORTH AMERICAN ELECTRIC LAMP CO. 
1155-8 South Broadway St. Lovis, Mo. 


NALCO Lomps are mode by American 








workmen on American working standords 





NOISELESS, PORTABLE 
CLEANING SYSTEMS 
Dealers, Distributors 
Write for Catalog No. 500 


MORRILL & MORRILL 
30 Church Street New York, N.Y. 





A 
Consistent 
Ca mpaign 


in Electrical Merchandising will 
help increase your sales among 
the worthwhile, profitable deal- 
ers of electrical appliances — 
just as it has done for many 
other alert manufacturers. 


October issue goes to press on 
September 20 
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Ahppeatance 
Quality 


in this NEW 
“U.S.” RUBCO LINE 


spell Quick Turn-over 
This NEW “U.S.” RUBCO line prom- 


ises to take leadershipin over-the-counter 
sales. The obvious safety of its rubber 
covered cords, the attractiveness of the 
units make this line a self-seller. 


Stocks in all principal cities. 


“y.$.” RUBCO** Rubber covered cord— 
HEATER SETS Safe— Clean—WNon- 
IN COLORS fraying— Long-wear- 


ing. Attractively pack- 
aged; show-cartons of 
ten sets. 











“U. S.” RUBCO Rubber covered “‘Zip- 
EXTENSION CORD cord’’*.. . flexible, non- 
fraying, long-wearing 

IN COLORS and good looking. Non- 
[*) breaking rubber plug. 


3-way receptacle. 
Attractively pack- 
aged in 9, 15 and 21 
foot lengths; ten sets 
per counter display. 


With non-breakable “U. S.” RUBCO 
rubber plug, other end REPLACING CORE 
teady for attachment. 

Zipcord*® is long- iN COLORS 


wearing, neat-appear- 
ing, sanitary and non- 
fraying. In colors, at- 
tractively packaged in 
lots of ten in 9, 15 and 
21 foot lengths. 


Oil-resisting, rubber 
covered cord cotton re- 
inforced; for heavy 
duty. Underwriters’ 
type ‘‘S’’ approval. 
Non-breakable rubber 
plug; rubber handle. In 
20 & 30 foot lengths. 
*“Zipcord”’ complies 
with attachment cord 
specifications of I. E.S. 
Underwriters’ labels. 
**Approved by Good 
Housekeeping Insti- 
tute. Underwriters frac- 
tional footage labels. 
UNITED STATES 

RUBBER 





9g 


PROOUCTS, 
| 190 Broadway 
aS, 


United States Rubber Company 











110 companies sold 60,899 indirect 
floor lamps. 

109 companies sold 106,953 pin-it- 
up lamps—total sales to date approxi- 
mately 1,000,000 pin-it-up lamps. 

39 companies sold 98,034 kitchen 
units. 

Increase in incandescent lamp sales, 
10 percent. 

BUSINESS INCREASE: Verified re- 
ports of 57 utilities serving’ practically 
one-third of the nation’s meters show 
these increases: 





Class K.W. Revenue 
Domestic 42,461 $1,015,400 
Commercial 74,158 4,348,062 
Industrial 41,595 775,742 
Street 1,093 236,702 
TOTALS 159,307 $6,375,906 


Additional equipment $7,000,000 

PERSONNEL ON LIGHTING: The 
number of people working directly or 
indirectly on lighting increased over 
60 percent since the inauguration of 
the Better Light-Better Sight move- 
ment. Present figures as nearly as can 
be ascertained are :— 


Lighting directors 286 
Home lighting advisors 
(full time) 1034 


(part time) 544 
Home lighting executives 250 
Commercial lighting repre- 


sentatives 1504 
Commercial lighting execu- 

tives 308 
Full or part time lighting 

sales people 


ADVERTISING AND PUBLICITY: 
The Better Light-Better Sight activ- 
ity served as a wonderful stimulus to 
advertising. The increase last year 
was approximately 40 percent over the 
previous year in the total amount of 
both national and local advertising. 
Following are the figures :— 

Direct mail to homes, 5,000,000 

pieces 

Direct mail to commercial and 

industrial prospects, 1,000,000 
pieces 

Local newspaper advertising by 

utilities and department stores, 

5,000,000 column-inches 
National magazine advertising by 

manufacturers, 150 pages ap- 
proximating $1,000,000 in value 

Newspaper editorial material, 8,- 

000,000 column inches 

National magazine editorial ma- 

terial, 20 pa: 

DEMONSTRATION MATERIAL: 
The following pieces of lighting dem- 
onstration material are reported now 
in use :— 

Commercial and industrial 

kits 1100 

Home lighting kits 1150 

Sight-Light demonstrators 275 


Sight meters 21,000 
** * 

And so what? 

The Better Light - Better Sight 


movement is a success because it sells 
something besides merchandise. We 
have, by luck and hard work, sold 
the public on the value of eye sight 
and upon the importance of sight care. 
Having sold them that, we have fol- 
lowed by selling them the means of 
sight conservation—the sight saving 
portables, the larger bulbs, the fixtures 
and shades and reflectors and all the 
great mass of equipment whereby 
sight conservation is attained. 

We cast our bread upon the waters. 

We did not put worms upon hooks. 

That is why we won. 
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DEALERS ARE 


CASHING IN! 


On this New 


3-WAY 
PROFIT 


PLAN 
of 





®Go into the washer business to MAKE 
MONEY this fall. 

Other dealers are doing it—so can you. 
You are guaranteed a PROTECTED PROFIT 
—you are given a line that enables you to sell 
against ANY type of competition—and all you 
need do is mail the coupon below for details 
that will double your season’s washer profits. Do 
it now. Tear out the coupon and mail it today. 


ONE MINUTE WASHER CO. 
Newton, lowa 


MAIL THIS COUPON 


ONE MINUTE WASHER CO. 
Newton, lowa 


(wit 


without com 















Without obligation, send me full details of 
your new 3-Way Profit Plan. 


Name 











CHROMALOX 


Super-Speed RANGE UNITS 


You can fit 
any range with 
these units, 


no matter what the size or 
type of unit opening. The 
patented, inexpensive adap 
tor rings enable you to meet 
any order with a compara 
tively small stock of unit as 
semblies. Use the coupon for 
details of the proven sales 
campaign. 





make good 


Note the section of a Chromalox range unit element shown above— 
then compare it with the element usually found on the average 
electric range. : 

First of all. note the protected resistance wires. Nothing can touch 
them. They are protected against accumulations of spilled food, 
against bending stresses, against any chance of causing shock. Then 
note the solid body of refractory which surrounds these wires— 
compressed under hydraulic pressure, in permanent form. Lastly, note 
the metal outer casing—corrosion resistant and flat on top, givin 
the metal-to-metal contact between unit and cooking vessel whic 
makes cooking speed certain. 

Is it an nie that owners of ranges which have been modernized 
with CHROMALOX units, invariably register liveliest satisfaction? 


EDWIN L. WIEGAND COMPANY 
7525 Thomas Bivd., Pittsburgh, Pa. 


Without obligation, send us complete data, about Chromalox Super- 
Speed Replacement Range Units and how we can make money selling 
them. There are approx.......elec. ranges in the territory we serve. 
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Anything 








There is always something to be shipped 
wdered. Whether it is replacement 
parts, accessories, supplies or merchandise, 
there's one simple solution, and that’s Rail- 
vay Express. For regardless of shape, 
verght or size Railway Express will trans- 
rt anything and transport it swiftly and 
erringly 


Anywhere 





Railway Express service knows no boun- 
laries or barriers. It is as widespread as 
the Nation and as local as the next town. 
With offices at 23,000 different points, Rail- 
way Express is always ready to pick up 

ur shipments, speed them on fast pas- 
enger trains and deliver them quickly, 
ately and economically in all important 


ites and towns— without extra charge. 


Anytime 


cm | 





shipments by Railway Express are always 


nm their way — day and night. This mod- 

ern shipping service can be hand-tailored 
ult your individual convenience. 

For service or information telephone the 


earest Railway Express office. 


RAILWAY 
EXPRESS 


AGENCY, INC, 


NATION-WIDE RAIL-AIR SERVICE 


| 
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GOAT 





play—but the practical aspect of the 
activity is that it entertained press and 
public, gave pep and zest to what 
otherwise would have been just an- 
other hopped-up selling effort and re- 
sulted in O.P.S. topping the known 
sales-per-meter record for a 60-day 
refrigerator drive. Here are the fig- 
ures in detail :— 


Sales by Districts in 
Goat-Getting Campaign 





Division Quora Sates % Quora 
Mansfield 158 590 373.4% 
Massillon 131 342 261.1% 
Lorain 126 325 257.9% 
Warren 172 441 256.4% 
Pt. Clinton 36 92—— 255.5% 
Sandusky 125 285 228.0% 
Alliance 76 156 205.3% 
Ashland 39 120 203.3% 
Elyria 117 217 185.5% 
Total 1000 2568 256.8% 


Individual Leaders in 
Goat-Getting Campaign 


SALESMAN Drvision SALES 
E. C. Skeese Mansfield 127 
J. J. Schweitzer Sandusky 88 
M. D. Miller Mansfield 86 
R. L. Forrest Mansfield 83 
A. C. Whitacre Mansfield 80 
R. A. Warden Mansfield 71 
R. Jones, Jr. Warren 67 
O. M. Waefler Massillon 67 
R. H. Nichols Lorain 65 
J. R. Parsons Massillon 65 


The company’s 60-day record of 
2568 refrigerator sales in a territory 
of approximately 69,000 residence 
meters is incomplete, however. Dur- 
ing the activity the local dealers gar- 
nered a substantial amount of refrig- 
erator business. While O.P.S. mer- 
chandises aggressively, it merchandises 
fairly, as near as I can learn. There 
is the minimum of chiseling. If an O. 
P.S. man stumbles on a prospect up- 
on whom a dealer is working, he backs 
off until the dealer either makes the 
sale or loses it. Lf the dealer loses, the 
©.P.S. man swarms in. If the dealer 
wins, O.P.S. stands ready to finance 
the transaction for the dealer. 

And the company advertising is 
strictly non-competitive. Their first 
objective is to build load, their sec- 
ondary objective is to build good-will 
(which is both future load and insur- 
ance on their investment) and their 
third objective is to make enough mer- 
chandising profit to maintain their 





GETTING 


CONTINUED FROM PAGE 21 





field force of load-builders. Trade re- 
lations in O.P.S. territory are pretty 
good. Only those who believe that 
when the utility wins a sale the deal- 
er loses one are heard to criticise Mr. 
Dunn’s new business management. 
That philosophy of electrical merchan- 
dising is pretty well evaporated. It is 
on a par with the attitude of the horse 
trader who believes that when Ford 
sells a motor he does the horse trader 
out of the sale of a hay-burner. 


I have said that the campaign of 
Billy the Goat was shorn of prize 
stimulation. That is not wholly true. 
Billy was the star performer, but T. 
©. Kennedy, the G. M., hung up 
prizes of trips to the Kentucky Derby 
and to Cleveland to attend the All- 
Star baseball game for the leading 
150 members of the organization 
who turned in the mostest of the 
bestest prospects. Thus, the campaign 
was really a double -barrelled ac- 
tivity, the all-employee load-builders 

or, as some of the boys call them, 
the bush-beaters—under the effective 
direction of E. R. Treverton, search- 
ing for leads and the sales force under 
Con Dunn following up. 


Speaking of these salesmen, one of 
them — E. C. Skeese of Mansfield — 
closed 127 credit-accepted sales be- 
tween April | and May 31. Other 
high marks were 88, 86, and 83. 
That’s selling! It is interesting to note 
that five of the first ranking ten were 
working in the same town— Mansfield. 
Among them they sold 447 refriger- 
ators in 60 days, an average of 89.4 
per man. That sounds, and is, fan- 
tastic, but the explanation lies in the 
fact that Mansfield is the factory 
town of Westinghouse refrigerators 
and the offer of Westinghouse “spe- 
cials” aided these men in their clean- 
up. On the other hand, Warren was 
just trying to emerge from a very 
dank depression, yet here one man 
sold 67, and in Sandusky—a lake town 
—one man sold 88. Taking all condi- 
tions into consideration, these fellows 
all did a neat and workmanlike job 
of dotted-lining. 

What more to say? Nothing much 
except that an occasional appeal to 
salesmen’s pride is more effective than 
a continuous appeal to their greed. It 
was Mark Twain (or somebody) who 
said that every American believes he 
is as good as the next man or a little 
bit better. Billy the Goat proved the 
truth of this statement. 





“WATCH GRANDPA'S FEET NOW AND IF THEY 


START TO BURN, TURN IT DOWN TO SIMMER” 
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How you get 
bigger profits 
by riding the winner 


tT to extensive promotions by 
concerns roasting coffee, everybody 
is looking for a better cup of coffee. The 
stage has been all set for somebody to 
introduce a better way of making coffee. 
At precisely the right time along comes 
Silex ... with a revolutionary coffee- 
making improvement... the glass coffee 
maker. Here is your opportunity to move 
a lot of merchandise. 

Merchants selling Silex to coffee-con- 
scious men and women are amazed at the 
large volume of Silex sales. 


Silex features at $4.95 an “Electric Table 
Model” with guaranteed Pyrex brand 
glass and an exclusive, “quick-cooling” 
electric stove. Because of this stove Silex 
alone controls the period of coffee infu- 
sion accurately. 

So popular is Silex among its users that 
central stations rate ita No. 1 Load Builder. 
Display Silex prominently . .. promote it 
enthusiastically . .. and watch your sales 
hit a new high. Write today for sales 
boosting helps. Fill in the coupon below. 

Silex electric combination Coffee & Tea 

Maker with through ear? cord, and t 


it pours”... $5.95. 


FLEX 


om met op GE te Oe 


THE ORIGINAL GLASS COFFEE MAKER 


Exclusive features of Silex covered by more than 
30 patents 





eum Mail Today au 
and ride the winner 
THE SILEX CO., Dept. EM9 


Hartford, Conn 
Please tell me without cost or obligation how I 


can stimulate fall business with Silex. 
Name 


Street. 


(ity State 





A Review of New Products 
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Railley Shaders 
Railley Corp., Cleveland, O. 

Device: Bridge lamp shaders. 

Description: Railley Corporation—the 
same people who produced and sold 
a million Pin-It-Up Lamps—have a 
new one: It’s a lamp shade for bridge 
lamps that converts them into direct- 
indirect units. The old style caused 
glare if too near the table and insuf- 
ficient light if moved away. The new 
one answers both problems. The in- 
stallation is a cinch—just screw the 
new shade into the old socket. They 
oughta sell. — Electrical Merchandis- 
ing, September, 1935. 


v 


M-B Heating Pads 
Manning, Bowman & Co., 
Meriden, Conn. 

Models: 688, Regency; 690, Victoria. 

Description: 688, remov able apple green 
or peach terrycloth cover; 690 apple 
green or peach velour cover; 12x15 in. 
2 thermostats to regulate 3 heats con- 
trolled by 3-heat tumbler switch on 
cord , non-radio interfering; 50 watts. 

Prices: 688, $4.95 ; 690, $3.95.—Electrical 
Merchandising, September, 1935. 


v 
Superstar lron 


Stern-Brown, Inc., 
257 W. 17th St., New York City 
Model: “Queen” iron. 
Description: Open front handle; 6 Ibs.; 
heel rest; 550-600 watts; a.c. or duc. 
Price: $2.49 with cord set. — Electrical 
Merchandising, September, 1935. 





Brannon Tea Kettle 
Brannon, Inc., 

14307 Third Ave., Detroit, Mich 
Device: “Hot-Water Master” tea kettle. 
Description: Plugs into any wall outlet; 

boils quart of water in 6 minutes, the 

manufacturers claim; thermostat con- 

trol cuts off current if kettle boils dry , 

5 pt. capacity; weighs 314 Ibs.; 1320 

watts, 110 volts, a.c. only; whistle 

indicates when water is boiling, 
aluminum with Bakelite handle and 
knob. — Electrical Merchandising, 

September, 1935 
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Superstar Master¢grill 
Stern-Brown, Inc., 
257 W. 17th St., New York City 
Device: Combination Mastergrill, sand 
wich toaster, waffle iron, double grill 
y eg. 525 watts, 115 volts, ac. oF 
. grids 104x5¥% in. interchange 
ble with waffle grids; chrome plated 
Price: $3.45 without waffle grids; $4.98 
with waffle grids. — Electrical Mer 
chandising, September, 1935 





W estinghouse 


Illumination Analyzer 
Westinghouse Electric @ Mfg. Co., 
East Pittsburgh, Pa. 

Device: Mumination Analyzer measures 
electrical input and lighting output 
Description: Consists of light meter and 
combination voltmeter-ammeter with 
suitable cable extensions, switches, 
plugs in compact case; indicating in- 
struments equipped with knife-edge 
pointers and fine-line scale divisions 
which may be read to high degree of 
accuracy—microammeter which meas 
ures output of light and voltmeter 
ammeter having scales of 0-3 and 
0-15 amperes and 0-300 volis a.c. or 
d.c.; proper ranges are selected by 
switches on panel; scale range of 
light meter is 0-50 foot candles.—Ele« 
trical Merchandising, September, 1935. 


v 


Will-Burt Stokers 
The Will-Burt Co., Orrville, Chio. 
Models: 40-50 Standard and De Luxe. 
Description: Streamlined, ventilated 
hopper built lower with larger open- 
ing; vent tube inside hopper; fully 
enclosed motor; automotive type con 
tinuous feed power unit provides 6 
different coal feeds; new safety device 
gives alarm if obstruction stops op- 
eration; automatic air control; spe- 
cially designed sectional type burner 
pots.—Electrical Merchandising, Sep- 
tember, 1935. 





Snapit Nite-Lite 
Marks Products Co., Inc., 
84 N. 9th St., Brooklyn, N. Y 
Device: Nite -Light with switch and ad- 
justable shade and 7-watt Mazda 
lamp for exits, foyers, nurseries, bed 
rooms, bathrooms, clothes closets, etc. ; 
switch in base turns light on or off 
without removing from outlet; Bake- 
lite, in variety of shades. 
Price: 39c each.—Electrical Merchandis- 
ing, September, 1935. 








OED 





~The 1 eee. 
pe . 


; 
3 


¢ re! TER a A RY Oh 





gm + pati yale yoga 
PR ca, RO AO rg a a we NS, ot 


WATER 


CONDITIONING 


Dealers Wanted 
for this new 
Nationally Advertised Industry 


@ Something new for home comfort! Some 
thing new for you to sell to those same 
customers who have bought other house 
hold appliances from you. A new compan 
ion to oil heating, electric refrigeratior 
and air conditioning. It’s the biggest thing 
of the year... water conditioning 

For more than twenty years, Permuti 
has been the world’s largest manufactures 
of water conditioning equipment for indus 
try. Now, after a long period of develop 
ment and testing, a complete line of auto 
matic and manually controlled water soft 
eners for home use has been perfected. At 
the same time, we have developed the sale+ 
plan and merchandising approach for thi- 
unit... and have found the correct way 
for you to sell this appliance 

To help you, we are now running a 
National Advertising Campaign in lead 
ing home magazires. This is supported by 
our simplified and perfected sales course 
together with a complete line of litera 
ture, direct mail, and local newspaper 
advertising 


Why water conditioning? 


Why is water conditioning needed in the 
home? Water from a tap is usually full of 
harmful impurities. In every week’s sup 
ply of water there are several pounds o! 
suspended matter and dissolved mineral: 
which endanger the well-being of a family 
Permutit Water Softeners eliminate hard 
ness, the dissolved lime and magnesium 
salts that clog piping, waste fuel, double 
soap bills and ruin delicate clothes; and 
companion Permutit products remove bad 
taste and odor, dirt and color 

The benefits of softened water can be 
demonstrated right in the prospect's home 
A beautifully chromium-plated demonstrat 
ing unit. that weighs only 16 pounds, 1 
attached directly to the prospect's fauce 
She uses it for two days, free of charge, t 
prove the value of soft water to herself 


Brings you extra profits 


The sales trend of Permutit is non-seasona 
Therefore you can afford to keep you: 
salesmen all year round because this ap 
pliance brings in profits every month of 
the year. lt fills in the low months of othe: 
household utilities 

A number of exclusive territories are 
still available for dealers who act now. Ge 
in on this money-maker. There's a by 
profit for you on every sale. Send this cor 
pon for complete detail- 





The Permutit Company. 
Room 711,330 West 42nd Street, New York City 


Please send me. without obligation, complete details of yor 
merchandiming plan and money-making propostiw: 
Compan 

Addres- dit 

Sugned b 
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UNDISPLAYED RATE—Per word. 
Poutions Wanted (salaried euphopmene only) 
10 cents a word, minimum charge $2.00 an 
insertion, payable in advance. (See @ on 
box amumbers.) 

Postions Vacant and all other classifications 
(including Agents, Salesmen, Distributors, 
Representatives advertising), 15 cents a word, 
minamum charge $3.00 an insertion. (See 
@ on box aumber:.) 

Discount of 10% if full payment is made in 
advance for 4 consecutive insertions of un 
displayed advertisements. 





SEARCHLIGHT 
| SECTION 


“OPPORTUNITIES” 
SALES EMPLOYMENT 
BUSINESS — MERCHANDISE 


DISPLAYED RATE—Per inch. 


1 inch $8.00 per inch 
2 or 3 inches 7.80 per inch 
4 to 7 inches 7.60 per inch 


Rates for larger spaces on request. An adver- 
using inch is measured vertically on one 
column. There are 4 columas — 48 inches 
to a page. 

Box Nambers—Care of Electrical Merchandis- 
wg New York, Chicago or San Francisco 
offices count as 10 words additional in undis- 
played ads. Replies forwarded without charge. 























“Opportunity” Advertising: 


Think “SEARCHLIGHT” First! 











SALESMAN WANTED 


Salesman wanted: To sell factory reconditioned cleaners, 
vacuum cleaner replacement parts, ete. For particulars 
write SW 549 Electrical Merchandising, 520 N. Michi- 
gan Ave., Chicago, Ill 





—manufacturer of small electrical appliances 
wanung a Chicago representative—10 
plies received 

—manufacturer of wringer rolls seeking national 
distribution—14 Replies received 

—adveruser offering representation in South 
west territory on electrical appliances — 6 
Replies received 


Typical “SEARCHLIGHT” Ads — and Results 


“SEARCHLIGHT” ads can serve you to equally good purpose 


—manufacturer of washers wanting representa 
tion im a oumber of territories—6 Replies 
received 


—adveruser offering representation in Cleveland 
on washers, sweepers and refrigerators — 6 
Replies received 














PART 


DISPLAYED RATE 


are 4 columns — 48 inches to a page) 


New ads must be received 





SERVICES 
AND 


ACCESSORIES 


UNDISPLAYED RATE: $1.00 per line per insertion. Minimum charge $4.00. 
im small black face type). Fractions of a line count as a line. Discount of 10% if full pay- 
nent is made in advance for 4 consecutive inseruons of oe yy ads. 

1 inch—$12.00; 4 inches—$11.50 per in. 

12 inches—$10.50 per in. (Aa advertising inch is measured vertically on one colu;nn. There 


the 15th of the month to appear in the issue 
out following month 


(First line 


8 inches—$11.00 per in. ; 








GRILLS 


Sensation Gritis 


Factory sales parts service Deep-fat fryers. Glass 
coffee- makers. MAGIKITCH'N grills. Fast selling items. 
Exclusive franchises Electric Company cooperation. 
Write today 5214 Walnut St., 
Vhiladelphia 


Magic Kitchens, Inc., 


IRONER PADDING 


Replacement Padding For All Makes of treners 


You will find our woven cotton pedding on Nationally 
known ironers, having been standard with them for 
years. Go after pad renewals. Padding is the beart of 
the iromer. Ask for sample and prices. Woven Cotton 
Products Co., 621 trd &. N. W. Rochester, Minn. 








NEW ADVERTISEMENTS 


must be received by the 18th of the 
month to appear in the issue out the 
following month. 
Address copy to the Departmental 
Advertising Staff 
ELECTRICAL MERCHANDISING 








330 W. 42nd St., New York City 





REPLACEMENT DUST BAGS 
for All Makes Vacuum Cleaners 


Made from Highest Quality Twill in a choice 
of colors with expert stenci and Instand 
Fasteners. Send for sample prices. 


MANGLE ROLLER COVERS 


For household machines. Best quality mate- 
rials. with tie cords. Retails 50c 
each. Write for discounts. 


ELECTRIC HEATING PAD 


sr TrEM. Approved hea a y= 
$1 ti ement 

one dozen cartoa. Wiks for discounts 
and — 


THE OHIO TEXTILE SPECIALTY CO., 
3440 W. S4th S., Cleveland, Ohio 














ARMATURE 
REWINDING 


Write for prices and catalog 
We Stock Vacuum Cleaner Parts 


WILLMAN ELECTRIC 
2554 Sturtevant, Detrow, Michigan 




















7 8000 ITEMS FOR ALL MAKES 
“ DOMESTIC COMMERCIAL AIR CONDITIONIN 








ust xt He BIG CATALOG 


Refrigerator service men and dealers send for our 
catalogue No. 110 showing lowest met prices on thou- 
sands of parts and accessories for all makes. Write us 
on your letterhead today. 


The HARRY ALTER CO 


1726 S.MICHIGAN AVE. CHICAGO.ILL.USA 
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STATISTICAL 


A DIGEST OF FIGURES INDICATING THE 





BAROMETER 





PROGRESS OF ELECTRICAL APPLIANCE SALES 


compiled by Marguerite E. 


Cook 


Market Analysis Department 
Electrical Merchandising 


VACUUM CLEANERS 

Consistent with previous months of 1935, 
June and July sales of household electric 
vacuum cleaners exceeded sales of last year’s 
corresponding months. According to re- 
ports of the Vacuum Cleaner Manufactur- 
ers Association, floor machines were up 
12.1% in June and 46.7% in July. Hand 
cleaners were up 12.5% in June, 19.7% in 
July. 

Further reports of the Association reveal 
a total of 496,372 floor cleaners sold in the 
first seven months of 1935, or 23.9% more 
than the 400,633 sold in the same months 
of 1934. For the same period of 1935 hand 
cleaner sales amounted to 166,308 units, or 
35.5% greater than sales of 122,717 in the 


first seven months of 1934. 
1 ts. ee 58,300 floor cleaners & 
14,400 hand cleaners 
8 ee 40,065 floor cleaners @ 
12,025 hand cleaners 
JUNE 0995. ....... 58,701 floor cleaners & 
22,521 hand cleaners 
ae 52,348 floor cleaners & 
20)14 hand cleaners 
ee 73,086 floor cleaners & 
27,321 hand cleaners 
April 1935 ........79,330 floor cleaners & 
31,219 hand cleaners 
March 1935........ 90,693 floor cleaners & 


29,231 hand cleaners 
February 1935... ... 75,582 floor cleaners & 
22,872 hand cleaners 
60,180 floor cleaners & 
18,744 hand cleaners 
Saturation, January 1935 — 9,880,299 
homes, or 48.19% of total wired homes. 


January 1935 


RANGES 


Reliable sources report increases of 72% 
in May and 47.4% in June sales of electric 
ranges by 11 leading manufacturers, com- 
pared with similar months of last year. 

For the first six months of 1935 the same 
manufacturers are reported to have sold 
105,048 household electric ranges, or 64% 
more than the 64,055 sold in the first half 
of last year. 


JUNE 1935..... 20,077 ranges, valued® at 
$1,360,662 

pe 13,620 ranges, valued at 
$ 960,422 

BEAY 1995........ 27,199 ranges, valued at 
$1,763,317 

May 1934........ 16,394 ranges, valued at 
$1,124,736 

te UONS . occess 23,062 ranges, valued at 
$1,500,120 

March 1935...... 17,091 ranges, valued at 
$1,160,021 

February 1935... .11,013 ranges, valued at 

6, 

January 1935..... 6,606 ranges, valued at 

$ 452,400 


Saturation, January 1935 — 1,255,750 
homes, or 6.1% of total wired homes. 
* Manufacturers’, not retail, value. 


WASHERS 


After several months of lagging behind 
1934 sales, electric washers took an upward 
swing in July 1935, surpassing July 1934 
by 9.3%. 

Total sales of electric washing machines 
in the first seven months of 1935 amounted 
to 690,328 machines—1.9% less than sales 
of 703,581 machines in the same period of 
1934. The following figures have been tak- 
en from releases of the American Washing 
Machine Manufacturers Association : 


2 aes: $7,900 washers 
an dvneuee aucnaain 80,391 washers 
OS) aero 79,455 washers 
2 ees 100,524 washers 
CO eee 121,456 washers 
> ae 121,604 washers 


February 1935........... 99,246 washers 

ae} Seay: 80,143 washers 
Saturation, January 1935 — 9,439,600 

homes, or 46.0% of total wired homes. 


GAS ENGINE WASHERS 
The month of July broke all previous 
records of increases this year over 1934 
when sales of gas engine washers ran 
ahead of sales of last July by 116%. 
According to the American Washing 
Machine Manufacturers Association, 109,- 
634 gas engine washers have been sold 
in the first seven months of 1935—an in- 
crease of 53.4% over the same months of 
last year’s sales of 71,486 gas washers: 


JULY 1935..... 15,750 gas engine washers 
Jaly 1956....... 7,284 gas engine washers 
Sone 1965 ..... 14,898 gas engine washers 
2} Eee 17,988 gas engine washers 
April 1935...... 19,322 gas engine washers 
March 1935..... 18,139 gas engine washers 
February 1935... 13,578 gas engine washers 


January 1935.... 9,959.gas engine washers 
IRONERS 

With July sales of household electric 
ironers 2.5% ahead of last July, the first 
seven months of 1935 closed with ironer 
sales totaling 78,580 machines. According 
to the American Washing Machine Manu- 
facturers Association, this figure represen- 
ted an increase of 10.9% over sales of 
70,881 ironers in the same months of 1934: 


DE aa see icckens roe 9,800 ironers 
(RR re 9,562 ironers 
rrr rer 10,814 ironers 
Oe ere ee 14,101 ironers 
idee a igi press dais 15,005 ironers 
A ee poe 10,808 ironers 
> ae, 10,021 ironers 


fg RT ee 8,031 ironers 

Saturation, January 1935—905,000 homes, 

or 4.4% of total wired homes. 
STOKERS 

Sales of residential stokers by 84 manu- 
facturers, reporting to the Department of 
Commerce, were up 98.9% in June 1935 
compared with June 1934; while 63 manu- 
facturers reported a gain of 14.3% in sales 
of apartment house and small commercial 
stokers. A drop of 8.3% was reported by 
53 manufacturers in June sales of stokers 
for general commercial heating and small 
high pressure steam plants. 

A comparison of sales in the first six 
months of 1935 with the first six months of 
1934 indicates an increase of 81.7% for 
residential stokers (Class 1, using less than 
100 Ibs. coal an hour), an increase of 34.9% 
for apartment house and small commercial 
stokers (Class 2, using 100 to 200 Ibs. coal 
an hour), and an increase of 1.9% for 
stokers used for general commercial heat- 
ing and small high pressure steam plants 
(Class 3, capacity 200 to 300 Ibs. coal per 
hour). 


oe 1 Class2 Class 3 
JUNE 1935... +.. 2,417 160 55 
June 1934........ 1215 140 60 
CN tadawe 1,706 107 41 
rT. Ue 1,046 83 33 
March 1935...... 956 84 37 
February 1935....1,113 107 48 
January 1935..... 1241 147 61 
Ist 6 Months 1935 8,479 688 = 275 
1st 6 Months 1934 467 510 270 


REFRIGERATORS 

Although June 1935 sales of household 
electric refrigerators fell 15% behind June 
1934, total sales by the industry for the 
first six months of the year were 10.2% 
ahead of the first half of 1934. According 
to estimates of the Edison Electric Institute, 
based on reports of NEMA members, 1,10), 
579 household electric refrigerators were 
sold in the first half of this year, compared 
with 1,003,574 in the first half of last year. 


cass cxnaieede #4 161,525 units 
| REE hp ester: 190,003 units 
5 Bl geave.s us om camer e 244,602 units 
I chin dcic's Mohan 266,931 units 
6s saan ke oueiee 213,464 units 
SE ae ee 121,636 units 
CS eee 97,421 units 


Saturation, January 1935 — 6,020,000 
homes, or 29.3% of total wired homes. 


SEPTEMBER, 1935— ELECTRICAL MERCHANDISING 
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ree first G-E Monitor Top with 


sealed-in-steel mechanism set a 


new standard of economy in house- 
hold refrigeration costs. Now G-E 
refrigerators use 40% less current 
and have double the cold producing 
capacity of G-E models of 1930! 


Owners who have refrigerators 5 years 


old can now purchase a new General 
Electric, enjoy its modern convenience 
features—and be money ahead. This 
means a vast new market is now open 
to the General Electric refrigerator 
dealer. General Electric Company, 
Specialty Appliance Department, Sec- 
tion DE9, Nela Park, Cleveland, Ohio. 
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A franchise 
you cAN BANK ON- year after year 


You are in business for one reason only— 
to make money—and if your present 


franchise limits your potential, the wise 7 "Seeciaitsi. 1936—Kelvinator’s 22nd year in the 
‘ont emperatures ; P . 

thing to do is to change now. Since 1914 industry —is going to be another great 

The Kelvinator franchise offers an ever- Meweeheld Retrgeration year for Kelvinator. Now is the time to 


i Automat Heoth: a a 
increasing potential. Every year it becomes . ‘ote Coating come with Kelvinator ... KELVINATOR 
more valuable—represents a bigger oppor- <t Crom Cetonet CORPORATION, 14250 Plymouth Road, 


tunity to make more money. Kelvinator Commented Settee Detroit, Michigan. Factories also 


Products— Kelvinator Policies—Kelvinator ~~ in London, Ontario, and London, 


Advertising and Sales Promotion Pro- (ea See. England. 


KELVINATOR 


grams—all contribute toward making 
your investment more profitable. 











